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Rough Proofs 


The advertising business is pick- 
ing up. The demand for sandwich- 
men is increasing. 


* * * 


The only time a sandwich-man 
doubts the desirability of advertis- 
ing as a vocation is when the wind 
is blowing especially hard. 


* * * 


Advertising on the tire-covers of 
automobiles is now being offered. 
This is no doubt due to the marked 
shortage of white space in publica- 
tions. 

* * * 


A newspaper man told the other 
day about turning down a 12,000-line 
contract because the product to be 
advertised was unseasonable. Be- 
sides, it wasn’t a very good credit 
risk. 

* * * 


The millinery business was all 
upset by Empress Eugénie hats, but 
so far no manufacturer of men’s 
hats has been brave enough to try 
to introduce a three-cornered Napo- 
leonic lid. 

* * & 


It seems from the advertising that 
Paul Lukas is going to be “Strictly 
Dishonorable” with Sidney Fox by 
courtesy of Paramount Pictures. 

* * * 


“The most popular beans in the 
world” are not in the soup, as Camp- 
bell’s insists. They belong to the 
lucky stiffs who have managed to 
stay out of it. 


* * * 


Coca-Cola shows “an actual scene 
in the directors’ room of one of 
America’s leading corporations,” and 
each director is determinedly hold- 
ing a bottle of Coca-Cola. I wonder 
if by any chance this is a picture of 
a directors’ meeting of a well-known 
Atlanta company which leads in the 
manufacture of soft drinks? 

* * * 


Any Coca-Cola director who failed 
to consume a full bottle of the 
product in the pause that refreshes 
would deserve to be fined the amount 
of his attendance fee. 

* * * 


Maybe William Wrigley, Jr., can 
publish a picture showing a board 
of directors chewing gum with 
rhythm and precision and thereby 
adding to the pleasure of the next 
smoke. 

* * * 


In 1928 Calvin Coolidge said, “I 
do not choose to run” in six words. 
In 1931 he said the same thing in 
2,000. Cal is rapidly learning the 
details of the writing trade. 


* * * 


Walter F. Wyman, of Carter’s 
Ink, was in Chicago this week at- 
tending a meeting of contract bridge 
experts. The larger scores in con- 
tract have opened up a new market 
for ink. 

* * * 


Mr. Wyman did not state officially 
just how his company has taken ad- 
vantage of the marked increase in 
the demand for red ink. 

* * 


It is beginning to look as if the 
Athletics are still a white elephant, 
from the standpoint of the National 
League. 


Copy Cus. 


PRIGE-GUTTING 
BIG ISSUE AT 
DRUG MEETING 


National Association Hears of 
Philip Survey 


Detroit, Mich., Oct. 1— National 
advertisers who permit their prod- 
ucts to be exploited by price-cutters 
will be unable to keep their goods 
in the better drug stores of the 
country in 1932, W. Bruce Philip, 
secretary of the Alameda County 
(Cal.) Pharmaceutical Association, 
told the 33rd annual convention of 
the National Association of Retail 
Druggists. 

Mr. Philip said that while the 
association cannot act as_ such 
against manufacturers who permit 
or take no cognizance of price-cut- 
ting or unethical merchandising, the 
individual retailer has a right to 
protest against “methods that are 
threatening his existence.” 


Mr. Philip’s address was based on 
a survey of 11 products: Bayer’s 
aspirin, Coty’s face powder, Gillette 
blades, Kotex, Listerine, Lysol, 
Palmolive shaving cream, Pepsodent 
tooth paste, Petrolagar and Phillips 
Milk of Magnesia. 


This survey, originally made 
among California druggists, has 
been extended to the entire country. 
Returns are incomplete. Those re- 
ceived thus far indicate definite sen- 
timent in the retail drug trade 
against manufacturers who have 
made no effort to maintain the sug- 
gested re-sale price. 


No less than 71 per cent of the 
druggists queried said they will cut 
down the amount of window space 
given to such products in 1932 while 
65.9 per cent said they will not give 
inside displays to such lines. 

Most of these retailers, according 
to the survey, will put their efforts 
behind less highly advertised lines 
made by manufacturers who en- 
deavor to preserve the margin of 
profit for independents. 


Ask Leading Questions 


The following questions were put 
to druggists on each of the 11 prod- 
ucts: 


“Do you carry this preparation? 
What price do you sell it for? Have 
you complaints on your price? Have 
sales on this preparation decreased? 


“Did you give this product window 
display in 1931? Will you give it 
window display space in 1932? Do 
you give it inside display? Did you 
ever discontinue its sale? 

“Has the manufacturer tried to 
correct the cut-price situation in 
your district? Do you sell a com- 
peting product? If so, has its sales 
increased? Did you give the compet- 
ing item window display in 1931? 
Will you give it window display in 
1932? Did you give inside display 
to the competing item? 

“Did you ever write the manufac- 
turer about the conditions in your 
district on his lines? What is your 
attitude toward this preparation and 
its manufacturer?” 

Mr. Philip notified the 11 manu- 
facturers whose lines were under 
scrutiny of his intentions and asked 
them if they would like to be repre- 
sented at future discussions. All but 
two replied in the affirmative. 


Agency, Advertiser, 


In Hot Fight Over 


Macaroni Campaign 


Indianapolis, Ind., Oct. 1—The 
“Eat More Macaroni” campaign of 
the National Macaroni Manufac- 
turers Association has been taken 
ever by the organization as the re- 
sult of a split with the Millis Adver- 
tising Company. 

Millis will place the advertising 
for October and November, accord- 
ing to the association, and has paid 
the newspapers in advance, also re- 
ceiving his commissions for that 
period. 

A temporary receiver appointed 
as the result of court action initiated 
by Millis has been discharged. 

The opening advertisement in the 
campaign was scheduled to appear 
in the entire list of newspapers of 
Sept. 11. On Sept. 10, however, all 
of the newspapers received stop 
orders from the agency. 

On the same day, the Millis Com- 
pany went into the Superior Court 
here with a petition for the appoint- 
ment of a receiver for the National 
Advertising Fund of the macaroni 
organization, alleging this was nec- 
essary to protect the agency’s in- 
terests. 

Edward P. Filliom, attorney, was 
appointed temporary receiver, until 
Sept. 22. The case was continued 
when called on that date. 

R. B. Brown, of the Fortune- 
Zerega Company, Chicago, chairman 
of the Board of Advertising Trus- 
tees of the National Macaroni Man- 
ufacturers Association, dispatched 
the following letter to all newspapers 
selected to carry the advertising: 


Association’s Letter 


“You have received notice from 
the Millis Advertising Company to 
hold the macaroni schedule until 
further notice. 

“It is with great regret that we 
advise you that the Millis Advertis- 
ing Company has, without notice to 


GOES TO COURT 


Fred Millis 


us, with no warning whatever, and 
for no reason apparent to us, ap- 
plied for and secured a receiver for 
the Advertising Fund of the Na- 
tional Macaroni Manufacturers As- 
sociation. 

“This was done on Thursday, 
Sept. 10, 1931, in the face of the 
fact that there were ample funds on 
hand for the carrying on of our 
work; and, although the collection 
record of the Macaroni Association 
during the 18 months in which it has 
been engaged in this co-operative 
undertaking is as good as, if not 


better than that of any similar cam- 


paign we know of. 

“The receivership so granted on 
the 10th, however, is effective only 
until Sept. 22, 1931, which day the 


(Continued on Page 14) 


Last Minute 


News Flashes 


“Literary Digest” Cuts Rates 25 Per Cent 


New York, Oct. 2.—The Literary Digest has reduced its advertising 
rates 25 per cent, effective immediately and applying to the entire year 
of 1932, as well as all issues for the remaining quarter of 1931. 

The circulation guarantee of 1,400,000 will be maintained. The 25 per 
cent cut applies to preferred positions and color, as well as run-of-paper 


and black and white. 


Basham Officer of Homer McKee Agency 


Indianapolis, Ind., Oct. 2—Col. Thomas E. Basham, former president 
of the agency of that name, has become executive vice-president of the 
Homer McKee Company, of Indianapolis, Chicago and New York. 


C & H Start Drive in Home Territory 


San Francisco, Cal., Oct. 2—Fuller & Smith & Ross are releasing an 
intensive West Coast newspaper campaign for the California & Hawaiian 
Sugar Refining Co., featuring the famous pouring package. 


Leaves Rankin to Form New Group 
New York, Oct. 2.—After 21 years with the Wm. H. Rankin Co., William 
S. Nordburg has resigned as vice-president, to organize the Chicago Sub- 
urban Quality Group, with offices in the Willoughby Tower. 


PERFORM MAJOR 
OPERATION ON 
CLOTHING TRADE 


Hart Schaffner & Marx in New 
Campaign 


Chicago, Oct. 1—With a presenta- 
tion as revolutionary as the idea 
itself, Hart Schaffner & Marx called 
dealers together this week to an- 
nounce a_ sensational advertising 
campaign with the slogan, “Back to 
the Prices of 15 Years Ago!” 


The tower studio of the Hotel 
Stevens, where the meeting was held, 
was designed as the operating room 
of a large hospital. Salesmen of the 
firm, with dealers who had come all 
the way from the East and West 
coasts, and guests, joined in observ- 
ing what the company described as 
a major operation. The idea was 
dramatized through pantomime that 
made use of a patient, an operating 
table, doctors and nurses. The ex- 
pressed effort was “to put a new 
heart into the clothing business.” 


Following the dramatic introduc- 
tion, Alexander M. Levy, president 
of Hart Schaffner & Marx, stood in 
the hospital-amphitheatre and ex- 
plained the firm’s new policy. Liv- 
ing models were used to demonstrate 
the actual changes being made in 
prices. 

While the trade margin is main- 
tained, both retail and consumer 
prices are substantially reduced. The 
better values are explained by man- 
ufacturing economies and reducing 
salaries of executives from 10 to 35 
per cent. Gordian worsteds which 
sold last fall at $50 are now $42.50, 
while bench-made suits which sold 
at $75 are now $65. 


Spreading the News 


A slashing campaign will bring 
this news to the consumer. News- 
papers with circulations of almost 
14,000,000 will carry the initial an- 
nouncement October 12, a spread in 
the Saturday Evening Post follow- 
ing. Thereafter 1,100-line copy in 
the same newspapers and color pages 
in the Post will hammer at the story. 
The Columbia Broadcasting System 
will be used October 15 and every 
Thursday thereafter. 


In the meanwhile, National Retail 
Clothier and Furnisher and other 
trade papers will be used to keep 
merchants on their toes and induce 
them to cash in fully on their oppor- 
tunities. 

President Levy explained the basis 
for the new campaign in this suc- 
cinct fashion: 

“We are tired of sitting around 
and waiting for the clothing busi- 
ness to pick up. We are convinced 
that men’s wardrobes are pretty 
well worn out, and that we have 
reached the psychological moment 
in this depression, as it affects the 
clothing business, when’ something 
can and should be done about it. 
And so we are going to do some- 
thing about it.” 


Public Psychology 


He analyzed the situation further: 

“For the past two years the prices 
of men’s clothing have taken part in 
an eccentric decline. 

“As retail prices zig-zagged, and 
as unworthy no-name merchandise 


was dumped, the public lost confi- 
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October 3, 1931 


dence in price as a true measure 
of the quality, style, and wear to be 
expected from a given number of 
dollars invested in a suit of clothes. 

“The public stopped free-buying 
until confusion should pass, and un- 
til prices as a measure of quality 
should have stabilized at a trust- 
worthy figure. Meanwhile the men 
of America have been wearing their 
old clothes—wearing them shiny. 

“Recognizing this condition, and 
realizing that nothing would be done 
to correct it until a leader stepned | 
forward—effective October 1, 1931— | 
Hart Schaffner & Marx clothinz | 
prices go back to the prices of fif- | 
teen years ago. 

“And in every garment, improve- | 
ments in quality, extra value in m2- 
terials, extra care in workmanship | 
have been added. Price for price, | 
Hart Schaffner & Marx clothes have 
never been so well made.” 

Mark W. Cresap, chairman of the | 
board, said: 

“Our strategic problem is two- | 
fold: first to stabilize a badly shaken | 
public in the matter of clothing 
prices in general, clothing values in 
particular. 

“I don’t need to go into the abuses 
of price that have flooded the press 
for 18 months, and driven retail 
prices lower than any facts war- 
ranted. The second step, having re- 
told the public what they ought to 
expect in any good suit or overcoat, 
was to offer them a greatly improved 
line of clothing, under a trustworthy 
name, at prices which, we believe, 
they cannot resist, don’t want to re- 
sist, and won’t resist. 

“Now, so far as our company is 
concerned, we are at rock-bottom in 
sound value. There is no place to 
go from there but up.” 


Perry Joins Agency 
Truman E. Perry has resigned as 
assistant commercial manager of 
Station KHJ, Los Angeles, to be- 
come a radio specialist with the 
Allan M. Wilson Co., Los Angeles 
agency. 


T. B. French Passes 


Thompson B. French, 61, former 
advertising manager of the Atlanta 
Constitution, died in Atlanta. 


Tropic Aire Sponsors 
New Football Series 


In a new series over the Columbia 
network starting October 16, Tropic 
\ire, Inc., Minneapolis, hot water 
auto heaters, will present many of 
America’s most noted football 
coaches. 

Among those who will discuss the 
battle for supremacy are Hunk An- 
lerson, of Notre Dame; Bob Roper, 
of Princeton; Chick Meehan, of New 
York University; Bob Zupke, of Ili- 
nois; Benny Friedman, of Yale; 
Fielding Yost, of Michigan, and Jock 
Sutherland, of Pittsburgh. The 
Reincke-Ellis Co., Chicago, handles 
the account. 


Two for Central 


The Central Advertising Service, 
New York, will handle the adver- 
tising of the Waldash Realty Corp. 
and Chatsworth Gardens, Inc., both 
of New York. Newspapers in the 
New York area will be used. Charles 
Friedman is in charge. 


Editors to Elect 
The annual meeting of the Na- 
tional Conference of Business Paper 
Editors will be held at the Black- 
stone Hotel, Chicago, October 21. 
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GENERAL FOODS 
LOCALIZES ITS 
CALUMET COPY 


New York, Oct. 1—While reinfore- 
ing its tremendous drive on Max- 
well House Coffee with the use of 
150 women demonstrators, General 
Foods Corporation has released an 
intensive fall campaign for Calumet 
Baking Powder, embodying a change 
of policy. 

Releases for this newspaper copy, 
designed to stimulate home baking, 
will come from district sales man- 
agers instead of from headquarters, 
as heretofore. This will insure ap- 
pearance of the advertising at the 
psychological moment, making it un- 
necessary for headquarters to as- 
sume responsibility for local condi- 
tions. 

The company has provided repre- 
sentatives with “A Page of News for 
the Family Cook Book,” containing 
editorial copy for newspapers. Ap- 
propriate sections of this will be re- 
leased with the advertising, insur- 
ing an adequate background. 


Helps Other Lines 


Newspapers are usually glad to 
get authoritative material of this 
kind which mentions no_ brand 
names. General Foods stresses the 
fact that the recipes, developed and 
tested by its own experts, promote 
the sale of 34 other items handled 
by every grocery. Full pages in mag- 
azines supplement the newspaper 
copy. 

The women demonstrators are em- 
ployed in key cities to show consum- 
ers just how the Vita Fresh process 
keeps Maxwell House coffee fresh. 
Twelve districts are now being cov- 
ered and the demonstration method 
will be extended to the other 14 in 
the immediate future. 


Each demonstrator working in re- 
tail stores is garbed in a special uni- 
form of blue trimmed with red, har- 
monizing with the colors used in 
Maxwell House labels. 


Marion S. Harper, vice-president 
in charge of sales and advertising of 
Maxwell House products, said the 
campaign, the largest in the history 
of the coffee industry, has resulted 
in steadily mounting sales. 


Friedman Becomes 
Account Executive 


Charles Friedman has joined the 
Central Advertising Service, New 
York, as account executive, coming 
from National Program Publishers, 
until recently publishers of the Sub- 
scription Theatre Group Programs 
and advertising manager of the 
Theatre Guild Magazine. 


Feature New Slogans 


Two new slogans will be featured 
by the De Vilbiss Co., Toledo, O., 
manufacturers of perfume sprays 
and atomizers, in a new campaign 
in general magazines. The slogans 


Ayer Display 
‘Experiments’ 


of Its Staff 


Philadelphia, Pa., Oct. 1—The sec- 
ond annual “Experiment” exhibition 
of paintings, drawings and photo- 
graphs by members of the art bu- 
reau of N. W. Ayer and Son, has 
been opened to continue to Novem- 
ber. 

In explaining the purpose of “Ex- 
periment,” the catalog says: 

“A elerk is a clerk from 9 to 5, 
but an advertising artist is always 
an artist. 

“He follows fancy afield, to circus 
or cathedral, to city waterfront or 
country hillside, mirroring moods 
and impressions, catching new treas- 
ures of color and contour with pen- 
cil, brush or camera. No ‘don’ts’ or 
‘musts’ disturb him. Space-units, 
products and trademarks are forgot- 
ten. And the results are usually in- 
teresting, if unconventional. 

“A year ago N. W. Ayer and Son 
arranged a showing of paintings and 
drawings by Ayer artists, believing 
such work contributes to fresher, 
more vigorous layouts, to new illus- 
tative ideas and techniques, for effec- 
tive advertising. 

“The success of that exhibition 
prompted the present display, which 
is larger and more varied, including 
photographs for the first time.” 

Among the artists whose work is 
included in “Experiment” are 
Charles T. Coiner, Leon Karp, Har- 
ry Dix, Paul Froelich, Floyd Bonar, 
Ben Ward, Albert Serwazi, Paul 
Darrow, George Hiltebeitel, Walter 
Reinsel, Jack Tinker and Tom 
Collard. 


Houbigant to Offer 
All-French Program 


An all-French program with music 
yy French composers rendered by 
French artists will be presented over 
the N. B. C. network each Sunday 
afternoon starting October 4, by 
Houbigant, Inc. 

Salesmen carry coverage maps 
based on the radio census to induce 
retailers to tie up with the cam- 
yaign. The H. J. Cowan Co., New 
York, is the agency. 


Keelor & Stites 


Valvoline Agency 
The Valvoline Oil Co., which re- 
cently acquired the Galena Oil Corp., 
aas placed the advertising of both 
with the Keelor & Stites Co., Cin- 
cinnati. 
Radio and outdoor advertising will 
‘e used in addition to business paper 
copy. 


Bruce Barton on 


G. M. C. Radio Program 

“The Parade of the States” de- 

scribes the new weekly radio pro- 
gram of General Motors Corp. 

It will be presented every Monday, 
beginning October 12, over the red 
network of the Columbia system. 
Bruce Barton will prepare a tribute 
to the individual states. 


Agency for Molasses 
The Colonial Molasses Co., Brook- 
lyn, has appointed Churchill-Hall, 


are “Use More Perfume,” and 
“Spray It.” 


Inc., New York, to advertise its 
molasses, honey and syrup. 


“PUTTING NEW HEART” IN CLOTHING INDUSTRY 


BRIDGE GOES 
TON, Y. TIMES 


New York, Oct. 2—Don_ U. 
Bridge, one of the best known 
newspaper advertising executives in 
the country, will join the New York 
Times Publishing Co., October 5, as 
director of advertising for all its 
publications, including the New York 
Times, The Annalist, Current His- 
tory, the Mid-Week Pictorial and 
the New York Times Index. 

Mr. Bridge’s position is a new 
one and no other changes are con- 
templated in the personnel of the 
advertising department. Benjamin 
T. Butterworth, who has been adver- 
tising manager of the New York 
Times for the past 17 years, will 
continue in that position, with Theo- 
dore D. Palmer as local advertising 
manager, and Joseph W. Gannon na- 
tional advertising manager. 

Mr. Bridge has been advertising 
director of the Indianapolis News 
four years, and has been identified 
with that paper since 1917. He has 
been active in Major Market News- 
papers, Inc., of which the Jndian- 
apolis News is a charter member. 

He is serving a second term as a 
member of the Bureau of Advertis- 
ing of the American Newspaper 
Publishers Association, and is also 
president of the Newspaper Adver- 
tising Executives Association. He 
is a director of the Advertising Fed- 
eration of America. 


Distribute New 


Paper on Airplanes 

Sky Lines, Air Travel Guide, to be 
ublished at 612 N. Michigan ave- 
nue, Chicago, with its December 
ssue, will be distributed on the air- 
planes of major transport com- 
panies, 

John Garton is president and ad- 
vertising manager; Ralph G. White, 
secretary and managing editor; H. 
L. Bills, general sales manager and 
A. R. Byington, Western sales man- 
ager. 


Donahue & Coe Is 


New Agency Style 


With the retirement of John G. 
Mayer, Donahue, Coe & Mayer, Inc., 
New York, has become Donahue & 
Coe, Ine. 

Edward J. Churchill, formerly 
with the Paul Cornell Co., has been 
2lected a vice-president in charge of 
he new branch office at 1790 Broad- 
way. 


Against Women’s Faces 


in Cigarette Copy 


The Wisconsin W. C. T. U. 
adopted a resolution protesting 
against the use of women’s faces in 
cigarette advertising and forwarded 
it to magazines. 

Another resolution commended the 
Wisconsin Agriculturist and Farmer 
for declining tobacco advertising. 


Moves, Changes Name 


Plumbers & Heating Contractors 
Trade Journal has changed the first 
word to “Plumbing” and moved to 
515 Madison Avenue, New York. 
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HEART ATTACK 
FATAL 10 COL. 
E, A. SIMMONS 


* Railway Unit Chief Started as 


Office Boy 


New York, Oct. 1—Col. Edward 
Alfred Simmons, president of the 
Simmons-Boardman Publishing Com- 
pany, died suddenly at his home in 
Brooklyn last night of heart failure 
and hemorrhage of the brain. 

Col. Simmons, who was 56 years 
old, was one of the leading business 
publishers of the country. Starting 
as office boy with the old Railway 
Gazette in 1889, when 14 years old, 
he became president of the company 
in 1911, exactly 20 years prior to 
his death. Most of its expansion took 
place under his direction. 

Henry Lee is vice-president of the 
company in charge of business and 
advertising affairs, and Samuel O. 
Dunn is vice-president and editorial 
director. Both are veteran members 
of the organization. 

Col. Simmons was intensely inter- 
ested in the business publishing field 
and convinced from the first that it 
offered great opportunity. While 
holding his first job with the Rail- 
way Gazette he borrowed $300 to 
purchase stock, and from then on 
added to his holdings until he ac- 
quired control. 


Favored Mergers 


He was a great believer in strong 
business papers, and worked for 
mergers resulting in dominant pub- 
lications. Railway Gazette was 
merged with Railway Age early in 
the century, and in 1926 he consum- 
mated the merger of Railway Review 
with Railway Age. 

In the past few years he brought 
about important mergers in the 
building field, purchasing American 
Builder from W. A. Radford and 
later merging with it Home Build- 
ing, Building Developer and Build- 
ing Age. 

His publishing philosophy was 
based on making publications which 
were sound editorially, and giving 
free rein to able editors. Samuel O. 
Dunn, editor-in-chief of Railway 
Age, who served for 20 years with 
Col. Simmons, said that never dur- 
ing that time did the publisher in- 
terfere with the conduct of the edi- 
torial department. 


Had Active Career 

Col. Simmons was a member of 
the advisory committee of the Asso- 
ciated Business Papers, Inc., and 
was active in its affairs for many 
years. He was also active in the 
American Legion, having served in 
the war as a major in the United 
States Army, construction division; 
and after the war becoming a colonel 
in the officers’ reserve corps, quar- 
termaster section. 

During the campaign of Herbert 
Hoover for president in 1928, Col. 
Simmons organized the business 
press in his behalf. 

He was an ardent fisherman, 
and spent much of his time at Eagle 
Bay, N. Y., where he built an elabo- 
rate estate. He was a member of 
the Isaak Walton League in New 
York, ; 

Col. Simmons was born in Brook- 
lyn, March 20, 1875, and was edu- 
cated in the public schools of that 
borough. He started his business 
career with Railway Gazette in 1889, 
and advanced through all its depart- 
ments until he became president in 
1911, 

At that time, the company had 
only two publications, Railway Age 
and Railway Signaling. Under his 
direction the following were added: 
Railway Mechanical Engineer, Rail- 
way Electrical Engineer, Railway 
Engineering and Maintenance, Boiler 
Maker, Marine Engineering, Airway 
Age, American Builder and House 
Furnishing Review. The company 
also publishes a number of reference 
books in the railway field. 


DIES SUDDENLY 


Col. E. A. Simmons 


7 Associations 
Come to Chicago 
for A.B.C. Week 


Chicago, Oct. 1—Thomas Beck, 
vice-president of the Crowell Pub- 
lishing Company, and S. E. Thoma- 
son, publisher of the Chicago Daily 
Illustrated Times, will be the chief 
speakers at the 18th annual meeting 
of the Audit Bureau of Circulations 
at the Stevens Hotel, Chicago, Oct. 
22-23. 

Both will speak at the 
meeting Thursday morning. The 
afternoon will be given over to 
divisional meetings, while another 
general session will be held Friday. 

Numerous other organizations will 
meet earlier in the week, members 
staying over for the A. B. C. meeting. 

The board of directors of the Ag- 
ricultural Publishers’ Association 
will meet Oct. 20 at the Michigan 
Avenue offices, with a members’ 
meeting scheduled for the Stevens 
Hotel Oct. 21. Several new direc- 
tors are to be elected. 

The Western Council of the Amer- 
ican Association of Advertising 
Agencies will meet at the Union 
League Club Oct. 21. The Asso- 
ciated Business Papers, Inc., will 
meet at the Blackstone Hotel Oct. 21, 
the evening dinner being open to 
editors, salesmen and others, as well 
as publishers. 

Major Market Newspapers, Inc., 
will meet at the Stevens Oct. 21-22. 
The American Home Magazine Pub- 
lishers hold forth at the Bismarck 
Oct. 22 and the Inland Daily Press 
Association meets at the Morrison 
Oct. 20-21. 


TO SELL SPACE 
IN ‘BALLYHOO’ 


New York, Oct. 2—Ballyhoo has 
gone commercial. The now famous 
humor magazine, established four 
months ago by the Dell Publishing 
Co., announced that paid advertising 
will henceforth be accepted — with 
reservations. All copy must be passed 
upon by the editorial department. 

George Woodward, formerly east- 
ern advertising manager of Modern 
Magazines, also published by Dell, 
will be advertising manager of 
Ballyhoo. Commenting on the ruling 
that the editorial department must 
pass on all copy, Mr. Woodward 
said: 

“We now have a very precious 
type of readership. Every word in 
Ballyhoo is now read. If we start 
to run serious copy, our readers will 
soon lose the habit of reading and 
discussing everything in the book. 
So the ruling is for the advertiser’s 
good as well as ours.” 

Ballyhoo claims the fastest circu- 
lation climb in the history of pub- 
lishing. The circulation of the first 
issue was 150,000; the second issue 
doubled this with 350,000; the third 
issue again doubled, reaching 700,- 
000, while the current issue, now on 
sale, reached 1,110,000 copies. 


initial 


MEN ARE GOOD 
PROSPECTS FOR 
” REBUILT FACES 


Chicago, Oct. 1—Having learned 
from two years’ trial that newspa- 
per and magazine advertising pro- 


duces interested prospects for plastic 


surgery from the masses, the Amer- 
ican Facial Rejuvenation Institute, 
which has operated in Chicago, Mil- 
waukee and Pittsburgh, will add 
from 10 to 20 offices in the next 
year. 

The organizers believed a great 
need existed for plastic surgery at 
fees sufficiently low to fit the mass 
purse. In order to keep prices at 
this level, however, it was necessary 
to serve many more patients than 
come unsolicited to non-advertising 
plastic surgeons. 

A serious obstacle was present in 
the adverse publicity this class of 
surgery had received. It had led to 
the belief that much plastic surgery 
was dangerous, and that the only 
specialists who could be employed 
with safety were those who charged 
$500 for a nose correction and $1,000 
for a facial lift, with other fees in 
proportion. 

The problem was carried to the 
Gundlach Advertising Company, 
Chicago, with the information that 
the appropriation was very small. 


Booklet Tells All 


The agency ignored the appeals of 
reliability, guaranteed by the pro- 
fessional standing of the Institute 
surgeons, and attractive pricing— 
nose corrections, $75 up; facial lifts, 
‘as little as $100. 

The campaign which proved suc- 
cessful was designed to pull in- 
quiries for a booklet bearing the 
title, “Choose Your Own Nose,” and 
described as the book “that tells all.” 
Among the headlines are “A beau- 
tiful nose in one visit.” “Roll back 
the years with a facial lift,” and, 
“Twenty years younger in 20 min- 
utes.” 

Prospects receiving the booklet are 
followed up with personally written 
letters and photographs of patrons 
before and after. The copy, 42 lines, 
appears in local newspapers and 
True Detective Mysteries, Dance 
Magazine and True Story. 

I. J. Rosenbloom, account execu- 
tive, said the magazines could be 
used profitably because many patrons 
prefer to undergo treatment away 
from their homes. About 60 per cent 
of the patronage has been from out 
of town, and men make up a large 
percentage of the patients. 


Hanrahan to Publish 


Magazine for Guild 


Effective with the October issue 
The Theatre Guild Magazine will be 
published in behalf of The Theatre 
Guild, New York, by the John Han- 
rahan Publishing Co. 

Sarah J. Brown will be eastern 
advertising manager, while C. W 
Fuller, publisher’s representative, 
will handle advertising in the New 
England district. 


Chain Store Paper 


Has New Ownership 
Chain Store Management, pub- 
lished by the H. H. Lestico Pub- 
lishing Co., Los Angeles, has been 
purchased by Mercantile Periodicals, 
which will move it to 180 N. Mich- 
igan avenue, Chicago, with the No- 
vember issue. 
Walter B. Martin is part owner 
and editor. 


With Research Paper 
Frank W. Maas is president and 
advertising manager, Victor Parks, 
treasurer and business manager, 
and Nelson H. Budd, editor, vice- 
president and secretary, of the Nel- 
son Publishing Co., New York, which 
will begin publication of Research 

Laboratory Record in November. 


Two Join A. F. A. 


The advertising clubs of Tampa, 
Fla., and Concord, N. H., have joined 
the Advertising Federation of 
America. 
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HOW HIGH IS 


When higher buildings are built, architects with head- 
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aches will build them. When better building products 
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are made, architects will drive their clients insane till 


»—_———>, !?*-T! 


they promise to use them. They will, that is, if you can 


“Twill” 


sell the architects. Those gentlemen in the 5,004 top- 


notch architects’ offices that use ARCHITECTU RE can 


252525252: 
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be the finest little volunteer sales force ever invented. 
ee® 


If you get them properly steamed up, they'll sell such 


scads of your product, it'll keep your cashier bow- 


legged carrying the gold down to the bank. All this 


O 


provided you can sell those hard-boiled ARCHITEC- 
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TURE readers and keep them sold. 
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ARCHITECTURE Jf 


THE CREAM OF THE ARCHITECTS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 


NEW YORK 


CLEVELAND CHICAGO LOS ANGELES 


SAN FRANCISCO 
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Girls, Fashion and Advertising Art 


Advertisers who believe in the 
efficacy of the pretty girl as a basis 
for practically all advertising art 
would have heard something to their 
advantage if they had been present 
at the meeting of the Chicago Ad- 
vertising Council October 1, which 
opened the second annual exhibit of 
outdoor advertising art held under 
its auspices. 

In the first place, the three prize- 
winners in the poster exhibit were 
conspicuous because of the omission 
of.the customary pretty-girl illus- 
tration, indicating that in the opinion 
of the experts on the jury of awards, 
sales appeal is not necessarily 
wrapped up in what has come to be 
almost an advertising fetish. 

In the second place, it was pointed 
out by no less an authority in the 
world of fashion merchandising than 
G. R. Schaeffer, advertising manager 
of Marshall Field & Co., that many 
advertisers make glaring errors in 
the costuming of their beautiful 
ladies, both in poster and publica- 
tion advertising, with the result that 
the woman of fashion to whom much 
of the advertising is intended to 
appeal is immediately displeased. 

These two subjects are so impor- 
tant from the standpoint of the 
proper use of advertising art that 
advertisers and agents ought to 
ponder them a little more carefully 
than they have done heretofore. 

Everybody admits there is a cer- 
tain attention value in the picture 
of a lovely young person of the 
female gender in an advertisement, 
but what advertisers are beginning 
to suspect is that the picture may 
attract attention without doing very 
much in the direction of helping 
along a sale of the goods advertised. 

Unless there is a definite relation- 
ship between the picture and the 
selling talk, why use it? The omis- 
sion of the girl appeal does not 
necessarily mean the illustration will 
lack interest, but it does mean a 
picture should be found which will 


successfully take the place of the 
type of illustration which Mr. 
Schaeffer insisted is often beautiful 
but dumb. 


Emerson J. Poag, who spoke for 
Buick in receiving the first-prize 
award for a Buick poster which had 
no pretty-girl illustration, but lots 
of human interest, came right out 
and said the trouble with advertis- 
ing is that it often fails to tie in 
with the sales problem. If there is 
no possibility of having the girl 
element fused into a pictorial pre- 
sentation of the sales message, Buick 
seems to be able to get along with- 
out it successfully. 


The criticism of fashion correct- 
ness in advertisements showing 
women and their costumes is even 
more important. Women buy so 
much of the goods sold for general 
consumption that their opinion about 
such matters can hardly be disre- 
garded. A man may not be inter- 
ested in whether the girl who looks 
so appealingly from the advertise- 
ment is wearing a dress dated 1928 
or 1931—but a woman demands that 
the dress be correct as to fashion if 
she is to accept it as worthy of 
serious attention. 


In discussing advertising art and 
artists, Mr. Schaeffer called atten- 
tion to the fact that the pictures of 
one of the most successful illustra- 
tors, McClelland Barclay, have 
shown a lot of girls in short dresses 
when the fashion had _ already 
changed them to long ones. Maybe 
the advertiser took advantage of 
Mr. Barclay by holding his pictures 
too long, while the styles changed; 
but in any event, the effect on 
women readers was not all that it 
should have been, even conceding 
the superlative loveliness of Mr. 
Barclay’s creations. 

This is a good year in which to 
be eminently practical, and these 
frank criticisms of advertising art 
are likely to do a lot of good. 


Dramatizing Railroad Freight Service 


The railroads are waking up to 
the fact that both their service and 
the way in which it is presented to 
the public can be improved. Some of 
them have succeeded in making their 
passenger service look particularly 
attractive; the Baltimore & Ohio 
has done especially well along this 
line, with its advertising of air- 
conditioned trains. 

But freight traffic, after all, is the 
bread and butter of the railroad 
business, and is the backbone of 
revenues, so that it continues to be 
a source of amazement that the rail- 
roads have done so little to promote 
it through better merchandising. 
They have ample opportunity to add 
special service features which will 
give them something interesting to 
say to shippers, and to dramatize 
their freight trains like the fast 
fliers of the passenger service. 

The Cotton Belt has started some- 
thing along this line, full-page ad- 
vertisements in the newspapers 


serving its territory announcing the 
establishment of the Blue Streak, a 
fast package car service which pro- 
vides rapid delivery throughout the 
Southwest. In addition to speed is 
store-door delivery if desired, and 
the railroad has arranged a special 
system of reports which keep the 
shipper advised of the progress of 
the goods to destination. 

These are all merchandising fea- 
tures which lend themselves readily 
to advertising, and are sure to be 
appreciated by business men. A rail- 
road traffic manager with a story 
like this to tell could hardly fail to 
enthuse over it, regardless of the 
trend of railroad shipments as a 
whole. 

The railroads are beginning to 
appreciate that they are more than 
operators of transportation systems; 
that they are also transportation 
merchants, and are in competition 


with numerous other forms of trans- 
portation for the shipper’s dollar. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


300. The Building Supply Dealer as 
a Force in Distribution. 

The changed viewpoint of the 
building supply dealer is described in 
this survey by Alfred E. Fountain, 
Jr., in collaboration with R. B. Jones, 
of the building division of the Blaker 
Advertising Agency, and published 
by Building Supply News. While the 
1921 dealer was content to sell so 
many feet of lumber, “53 per cent of 
dealers now furnish plans; 49 per 
cent furnish specifications and 28 per 
cent provide architectural service.” 


301. Measuring Farm Coverage. 
This is one of a series of promo- 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that whem advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


302. Wealth and Influence of Condé 
Nast Subscribers. 

The Retail Credit Company made 
this analysis of the wealth and in- 
fluence of subscribers to this group. 
Those with incomes of more than 
$50,000 constitute 11.6 per cent of 
the readers of House & Garden; 14.3 
per cent of the readers of Vogue; 7.38 
per cent of Vanity Fair; and 7.8 per 
cent for American Golfer. 


288. “Shop for Value—Not Price.” 

This is a collection of reprints of 
12 business editorials being pub- 
lished by the Brooklyn Daily Eagle. 
Cleverly written, they urge the 
buyer to put quality before every 
other consideration in shopping. The 
same paper is offering a folder en- 
titled, “Let An Old Friend Introduce 


You.” It is the newspaper’s story 
boiled down. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


293. Does Radio Sell Goods? 

The Columbia Broadcasting Sys- 
tem presents this new analysis of 
radio advertising and its effective- 
ness, based on 100,000 mail ques- 
tionnaires distributed in equal parts 
among ten cities. The basis for the 
report is a comparison of purchases 
of non-radio owners with those of 
radio owners, where the groups are 
a af same approximate financial 
evel. 


294. The Buyer Maker. 


Readers of ADVERTISING AGE who 
have followed the advertising of 
Scribner’s will be glad to get this 
book of reprints of some of the copy. 
An introduction by the magazine 
stresses the position of its readers 
as “opinion makers.” 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 


vestors, and a large percentage are 
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—Chicago Tribune 


Voice of the Advertiser 


“Advertising Age” 
as Attendance Prize 


To the Editor: If you will send 
us a sample copy of ADVERTISING 
AGE we will use it as an attendance 
prize at one of our meetings. 

After the winner is decided, we 
will send you his name and address, 
together with $1 for a year’s sub- 
scription. 

GEORGE G. MarR, 
Secty., Scranton (Pa.) 
Advertising Club. 

* * & 


Here’s Competition 
for Moxie’s Claim 
(Picture on Page 8) 

To the Editor: “The first bridge- 
den penthouse in America or any- 
where else tells the story of a new 
promotion plan by which the Moxie 
Company hopes to popularize its 
beverage among feminine bridge 
addicts of New England.” (ADVER- 
TISING AGE, September 19, 1931.) 

Moxie won’t have to go far 
afield to find competition to that 
claim, for the Salada Tea Company 
has sponsored such a clubroom since 
its building was reconstructed in 
1927. 

Perched on top of the ten-storied 
Salada Tea building in Boston’s 
Park Square District, this clubroom 
is probably superior to anything of 
its kind. It is furnished with 
antiques valued at many thousands 
of dollars, all part of the collection 
that has made the Salada Tea 
Building a New England showplace. 

Originally, the room was built and 
furnished for Salada Tea employes. 
As that left it open for the after- 
noon, the advertising department 
began to.invite women’s clubs there 
to play bridge, or to hold meetings 
or musicales. 

Since 1929, demand for the room 
has been so great that applications 
are made a year or more in advance. 
The Salada Tea clubroom is filled 
every afternoon from the middle of 


devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums. 

289. Food Industries. 

The market covered by Food In- 
dustries is described in concise form 
and without any attempt at drama- 
tization in this folder. The publica- 
tion places the value of food prod- 
ucts at 11 billion dollars at the fac- 
tory, with a retail value of 20 bil- 
lion. It is manufacturing with which 
it is concerned, however. 


September to the end of June. 

A hostess is in charge and pre- 
sides at afternoon tea. A _ trip 
through the plant is also included. 

E. B. FOSKETT, 
Adv. Dept., Salada Tea Co., Boston. 


* * * 


What’s Lowest Rate? 


To the Editor: Modern Magazines 
(Modern Screen, Modern Romances, 
My Story) are now selling space at 
a page-per-1000 cost of $1.30. This 
is the lowest cost in the entire field 
of white paper, non-farm magazines 
in the million-and-over circulation 
class. 

We also believe this price to be 
the lowest on record in the history 
of publishing for this type of circu- 
lation. Before using this statement 
in advertising, however, we should 
like to assure ourselves of its au- 
thenticity, and would appreciate 
hearing from old-timers who have 
any contradictory facts. 

H. B. CLEMENKO, 
* * * 


Stars May Still 


Scintillate in Copy 

To the Editor: We have your in- 
quiry as to the truth of the report 
that the Motion Picture Producers 
& Distributors of America have or- 
dered motion picture stars to cease 
signing testimonials for use in ad- 
vertising. 

Such an order would have to come 
from the individual producers af- 
fected. We have taken no such step. 

CaRL E. MILLIKEN, 
Secretary. 
* * * 


Compliment or—? 

To the Editor: I shall most cer- 
tainly take ADVERTISING AGE as long 
as it is available. It is, to my mind, 
casting a shadow of its own that 
other publications will find hard to 
equal. 

Please, never let my subscription 
lapse. I renew it for three more 
years. 

Wo. HAROLD MartIN, 
Baltimore, Md. 
* * * 


Help for Good Men 


To the Editor: ADVERTISING AGE 
told me of three major happenings 
affecting my business before the in- 
formation reached me in any other 
way. 

Why don’t you start a Help 
Wanted liner department where good 
men could get together? 


R. C. BANKER, 
Pres., R. C. Banker & Co., Detroit. 
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October 3, 1931 


ADVERTISING AGE 


REACH WOMEN 
THROUGH COPY 
AIMED AT MEN 


Kraft-Phenix Capitalizes Femi- 
nine Psychology 


Chicago, Oct. 1—To make cheese 
more interesting to women and to 
induce them to serve it more often 


John H. Platt 


and in a greater variety of cooked 
dishes, the Kraft-Phenix Cheese Cor- 
poration is beckoning men to cook- 
ing adventures with copy in The 
Saturday Evening Post labeled “for 
men only.” 

However, the advertising is de- 
signed primarily to appeal to the 
women who have the brutes to feed. 

Aware that the masculine atmos- 
phere is likely to fan feminine in- 
terest to fever heat, J. Walter 
Thompson copywriters have injected 
diplomatic subtlety which wives are 
likely to find refreshing. 

“We'll give the ladies full credit 
when it comes to preparing a real 
square meal with all the trimmings,” 
one advertisement begins. “And we'll 
admit we’re stumped by the business 
of organizing a menu. But— 

“When it comes to fixing our own 
special, favorite dish—even though 
we never actually cooked it in our 
lives—we have ideas.” 

Another excerpt in the same vein 
says, “It’s no cinch—their business 
of planning three meals a day. Prob- 
ably it is high time we gave our 
wives a little help.” 


Relay Good News 


The advertisements are illustrated 
with scenes showing the male mem- 
bers of the family at work in the 
kitchen on Kraft recipes. A Kraft 
dish, said to be a prime favorite with 
all men, is featured in each adver- 
tisement, and male readers who are 
disinclined to reach for a saucepan 
are advised to clip the recipe and 
hand it to their wives. 

This advertising, John H. Platt, 
advertising manager, said, drives 
home the fact that Kraft dishes are 
easy to prepare. Since the copy is 
addressed to men, it is pertinent to 
make such statements as, “If you 
can cook eggs, you can make this.” 

In addition to the “cooking page 
for men” campaign, the company is 
using 460-line advertisements in 75 
newspapers in 67 cities, and a mixed 
schedule of color pages and black 
and white half-pages in The Ladies’ 
Home Journal, McCall’s Magazine 
and Woman’s Home Companion. 

The newspaper copy is experi- 
menting with ambiguous _illustra- 
tions and headlines, the object being 
to provoke the reader’s curiosity so 
she will read the advertisement to 
find out what it is all about. 

An advertisement captioned, “They 
were the hit of her bridge tea,” for 
example, is dominated by a human 
Interest closeup of an _ attractive 
Woman smiling up from a handful 
of cards. Another picturing only a 


JUMBLED VERSUS 


ORDERLY DISPLAY Coal Merchants Plan 


Cooperative Campaign 


With copy stressing the impor- 
tance of buying coal from reliable 
dealers, the Coal Merchants Associa- 
tion of Brooklyn and Queens will 
conduct a co-operative campaign. 

About 12 newspapers will carry 
sizeable copy with a _ direct-mail 
follow-up by individual members. 
The Charles C. Green Advertising 
Agency, New York, has the account. 


Mann Succeeds Dyer 


Conklin Mann, who recently re- 
signed as president of the New York 
agency of Conklin Mann, Inc., has 
joined Erwin, Wasey & Co., New 
York, in an executive capacity, suc- 
ceeding Carl Dyer, resigned. Mr. 
Mann was formerly advertising 
manager of Cosmopolitan. 


Mr. Platt thinks the latter is 
coming back and has this dis- 
play fixture ready for the turn 
of the tide. 


shouting youngster carries the head- 
line, “His gang let out three cheers.” 


Help for Brides 


A hint to brides is given by an 
illustration of a charming young 
housewife who wears a smile of an- 
ticipation. Those impatient to learn 
her secret will read: 

“Before she asks a favor, she 
always serves ‘hubby’ this dish. The 
recipe is something any wife might 
clip. 

“She’s noticed that it works. His 
favorite hot dish makes him recep- 
tive! No wonder he feels good after 
macaroni stuffed peppers—when part 
of that stuffing is Kraft Swiss!” 

Mr. Platt believes proper display 
at point of sale is the most impor- 
tant single factor in merchandising. 
He spends considerable time helping 
dealers arrange Kraft displays and 
studying their relative effectiveness. 
The facts thus obtained are pre- 
sented to the 4,000 truck distributors 
who provide the company’s only 
steady retail contact through an 
impressive house organ of 16 pages 
in tabloid format, issued fortnightly. 

Although it is a proven fact that 
“jumbled” displays now sell more 
goods than “orderly” displays, Mr. 
Platt thinks the latter may regain 
their potency. He plans to test two 
new “orderly” display fixtures this 
year. 

Other Sales Tactics 


In addition to the “lending” of fix- 
tures, the company’s most successful 
plan is the drive to install cheese 
departments in the smaller grocery 
stores, which is now in full swing. 

The trend toward departments has 
simplified the task of inducing gro- 
cers to install comprehensive dis- 
plays which really look like depart- 
ments. 

Mr. Platt also has induced leading 
department stores to install tem- 
porary Kraft cheese departments on 
the main floors in connection with 
a window display. 

Sales have gone as high as $5,000 
a day, surprising Mr. Platt nearly 
as much as the store executives. The 
imposing figures were used to in- 


spire the same tactics in other quar- 
ters, so that semi-annual cheese sales 
in department stores may become 
standard practice. 

Kraft furnishes the window trim 
and booth, which are used in turn 
by department stores in various 
cities. These events have also in- 
duced department managers to make 
permanent use of the display mate- 
rial brought into the store for the 
special booth. 


Newspaper 
Appointments 


The Victoria (B. C.) Daily Col- 
onist has appointed Verree & Conk- 
lin representatives for the United 
States, effective Dec. 1. The Pacific 
Coast is excluded. 

Robert O. Warner, Chicago, has 
been appointed national representa- 
tive of the Portland (Oreg.) Journal 
of Commerce. 

The Bend (Oreg.) Bulletin has| 
placed its national representation 
with M. C. Mogensen & Co. 

An. addition to the string of the 
Devine-Tenney Corporation is the 
Niles (O.) Times. 

Fred Kimball, Inc., will become 
national advertising representative 
of the Galion (O.) Inquirer Nov. 1. 


The 106 Major Markets ¥ 
and Their 
Leading Newspapers 

Akron, Ohio, Beacon Journal 
Albany, N. Y., Knickerbocker Press 
and Evening News : 
Allemown, Pa., Morning Call . . 
Atlanta, Ga., Journal . 
Baltimore, Md.; Sun “ 
Binghamton, N. Y., Press and Lealler 
Birmingham, Ala., News-Age-Herald 
~Boston, Mass, Glove -— ~~ —---——~ —_ 
Bridgeport, Conn., Post and Telegram 
Brooklyn, N. Y., Eagle 
Buffalo, N. Y., News 
Canton, Ohio, Repository 
Charleston, S. C., Post-News & Courier 
Charlotte, N. C., Obesrver 
Chattanooga, Tenn., News 
Chicago, Ill, The Daily News 
Cincinnati, Ohio, Times Star 
Cleveland, Ohio, Plain Dealer 
Columbus, Ohio, Dispatch 
Dallas, Texas, Times Herald 
Dayton, Ohio, News 
Denver, Colo., Post 
Des Moines, lowa, Register and Tribune 
Detroit, Mich., Vews 
Duluth, Minn., Herald and News- 
Tribune 
Elizabeth, N. J., Daily Journal 
Elmira, N. Y., Star-Gazette & 
Advertiser-Sunday Telegram 
El Paso, Texas, Times 
Erie, Pa., Times 
Evansville, Ind., Courier Journal 


Start New Monthly 


for World’s Fair 
The World’s Fair Club of Chicago 
will publish a monthly to cover fea- 
tures of the Chicago World’s Fair 
of 1933, the first issue being sched- 
uled for Nov. 1. 
Publication offices are at 1258 S. 
Michigan avenue, Chicago. 


Fall River, Mass., Herald News 

Flint, Mich., Journal 

Fogt Wayne, Ind., News Sentinel 

Fort Worth, Texas, Ster-Telegram 

Gary, Ind., Post-Tribune 

Grand Rapids, Mich., Press 

Harrisburg, Pa., Patriot-News 

Hartford, Conn., Times 

Honolulu, Hawaii, Ster-Bulletin 

Houston, Texas, Chroniclé 

Indianapolis, Ind., News 

Jacksonville, Fla., Florida Times- 
Union 

Jersey City, N. J., Jersey Journal 

Kansas City, Mo., Ster 

Knoxville, Tenn., /: 

Lawrence, Mass., Eagle and Tribune 

Lincoln, Neb., Lincoln Journal 

Little Rock, Ark., Arkansas 

Long Beach, Calif., Press Telegram 

Los Angeles, Calif., Times 

Louisville, Ky., Cowrier, Journal 


New Standard Series 

The Standard Oil Co. of New 
York will sponsor a new Tuesday 
and Thursday morning series over 
the Columbia network similar to the 
Soconyland Sketches that have been 
a weekly feature. The agency is 
Batten, Barton, Durstine & Osborn, 
New York. 


Gannett Offers Stock 
A limited amount of stock in the 
Gannett Company, publisher of 17 
newspapers, will be offered to the 
public from Oct. 12 to 24. More than 
700 ee of the papers own 
stock, i 


Times 
Lowell, Mass., Courier, Citizen end 
der 


Lynn, Mass., Jtem 
Memphis, Tenn., Commercial Appeal 


Minneapolis, Minn., Journal 

Nashville, Tenn., Tennessean 

Newark, N. J., News 

New Bedford, Mass., Standard end 

* Mercury 

New Haven, Conn., Register 

New Orleans, La., Times Picayune 

New York, N. Y., New York Sun 

Norfolk, Va., Ledger-Dispatch 

Oakland, Calif., Tribune 

Oklahoma City, Okla., Oklahoman 
Times 

Omaha, Neb., World Herald 

Paterson, N. J., Morning Call 

Peoria, Ill., Journal Transcript 

Philadelphia, Pa., Evening Bulletin 

Pittsburgh, Pa., Press 


Succeeds Father 
Naomi Buck Wood, daughter of 
the late Ole Buck, has been ap- 


pointed secretary of the Newspaper 
Association Managers, Inc. 


Rochester, N. Y., Times Union, 
Democrat-Chronicle 

Sacramento, Calif., Bee 

St. Louis, Mo., Post-Dispatch 

St. Paul, Minn., Dispatch, Proneer Press 

Salt Lake City, Utah, Tribune-Telegram 

San Antonio, Texas, Express and News 

San Diego, Calif., Union and Tribune 

San Francisco, Calif., Chronicle 

Schenectady, N. Y., Gazette 

Scranton, Pa., Times 

Seattle, Wash., Times 

Shreveport, La., Times 


New Boston Agency 
K. R. Sutherland and J. T. Chirug 
have formed the K. R. Sutherland 
Co. at 80 Boylston St., Boston, to 
specialize in industrial advertising. 


Sioux City, lowa, Journal 

South Bend, Ind., Tribune 

Spokane, Wash., Spokesman Review 
and Chronicle 

Springfield, Mass., Springfield 
Newspapers 

Syracuse, N. Y., 

Tacoma, Wash., News Tribune 


Kay in New Home Tape, Fis, Morning Tribe 
Kay-Directed Advertising, San Trenton, Nj, Stee Gattt, Time 
Francisco, has moved to the Russ Trey NY. Record 
Building. Miss M. S. Hopper has 
become production manager. 


Meyer Makes Change 


Utica, N. Y., Observer-Dispatch 
Washington, D. C., Star 
Waterbury, Conn, Republican and 
Matthew I. Meyer, recently with 
Conklin Mann, Ine., has joined 
Atherton & Currier, New York. 


American 
Wichita, Kan., Eagle 
Witkes-Barre, Pa., Times Leader 
Wilmington, Del., Journal and News 
Worcester, Mass., Telegram-Gasette 7 
Youngstown, Ohio, Vindicator q 


Col. Tewes Promoted 
by Peters Cartridge 


Col. W. A. Tewes has been ap- 
pointed advertising manager of the 
Peters Cartridge Co., Cincinnati, 
succeeding Charlton Wallace. 

Col. Tewes has handled rifle pro- 
motion for the company for many 
years. 


Leaves Kellogg 


Lewis J. Brown has resigned the 
presidency of the Kellogg Company, 
Battle Creek, Mich., and has been 
succeeded by W. K. Kellogg, chair- 
man of the board. 


Bertsch to Wed 


George T. Bertsch, classified ad- 
vertising manager of the Sun Pa- 
pers, Baltimore, will wed Miss Char- 
lotte Tickner Oct. 8. 


HOW TO 
OBTAIN A COPY 


The gratis distribution of this 
book is limited to seriously 
interested business executives 
concerned with the utility of 
newspaper advertising. To 
others, Major Market News- 
papers, Inc., reserves the right 
to charge the production cost 
of $15 per copy. All inquir- 
ies must be written on busi- 
ness stationery and contain 
one dollar to cover packing 
and postage. 


KNOW YOUR MARKET! 


Successful Sales and 
Advertising Plans Are 
Based on Facts 


HE 1931-1932 Edition of “A Study of All 

American Markets,” now available, makes 
it possible for sales and advertising executives 
to secure up-to-the-minute commercial data on 
106 major market centers in the United States 
and Territory of Hawaii. 


Over 700 pages of valuable market data, 
includes in a standardized form, the 1930 
population figures and characteristics, bank 
deposits (savings), passenger car and com- 
mercial vehicle registrations, together with a 
tabulation of twenty-four major classifications 
of retail business enterprises, classifications of 
seven wholesale business, and a tabulation of 
six classifications of chain store outlets. The 
chain store figures have been secured direct 
from the headquarter offices of the chain store 
companies and represent the most complete 
chain store count ever assembled and pub- 
lished. Specially drawn maps of the 106 
major markets, a complete set of state maps 
together with a large U. S. map, make this new 
edition an invaluable reference book. 


y’ 
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1931-1932 


Masor MARKET Newspapers, Nc. 
(The 100,000 Group of American Cities) 


400 WEST MADISON ST., CHICAGO, ILL. 
110 EAST 42nd ST., NEW YORK CITY 


Chicago Telephone 
State 7825 
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1 |) a 5 mee 
— eee e 
. AT ’ 
en Pr ew, * 
; a id = FS oe : 
= nox @ > > 
i Vn a= — | 
: ’ ; [ ines alas | ; , 
ting, 2 Oe ey ae ae ae ee ee tee et ee Pr j : : ~ ee 
Seg te ee gee a . ns 
Meeg,c 2 'o a ee ea : é 
' Se ES se" f] Mary bei 
lideg ¥ * wrart e * : 
Sic] CHEESE iia : 
| tig > Seni : a , ms ie 
| coumencnm i S . : ue | ee i 
| ia ® BD: : hae af / a / r x 
sitss] avariety pi BMY 0 Ee | Pe ; 
ee | ¥y ee nog as les | aa 
eitsal for every fi: a | “ 
‘ott . aie 'f — ae : 
4 a ae a ‘ y : 
“iva, 6=—s taste ‘ 
Sy ey : 4 : 
a =f | : 
8 - et Se a 
eee 4. ee Se ee eee eee mia’ — sd = 
—— dy ee : gasses acarenee Si e 
By cke a ‘ es i Bass soe eS SSS he res 
im _— NN ee ————eeEeEeEeEEEoEeEEeEeEEeEeEe : ae 
pens —- SS eee | se s, He 
" o . 3 Po | *.. ; 
‘i a : * pet _ ate 
ae “ ys 
Po ¥ ‘ Le \ 245 Sk 
Poa, re a Ge ie 
, ed iam he 
; bi tis Bs a oe : —— . Poet ee 
cal ae _ B= ee ss <a a Paes 
st ae | Wh, Gs ee ZS. — Bars corey gl 
me ; of ae : j | . i o 
cn . oe =. ey £4 say, 
- we = oe | ~ 
7. . - oe - | — 7 Z : 
ee re } —=<£z eS 
sa me oo an ere 
grat aie F Rhee | —— Re 
ORE te ene ed 
cee eo Pee ail 
~ eS eae 
oa i 
ri 4 ats ‘3 
? Pe prs 
on, ; 
nes aii 
es, ae, 
at 4 oie a 
his ae 
eld i = oa ak 
ion ts > 
be | ae 
ory eae 
ent i ren 
uld gs Geamanreried a 
ate ie «le 
ave coe BE ie : 
py | 
ed | = a | 
ort . 
prin a - 
or- oe 
ase 1 
ad- pe &g 
ome oy an, Me ‘ne 
af- Milwaukee, Wis., Journal 6g 
tep. cupnaivnemnsnenpinvennn ‘sik 
| i. 3 ae ey: aad 4 e, P 3 f 
y. } , reese oo 3 7" 
: pee Le gets Ps 4 
ee i BP ae eS ; ‘ a 
cer- | ie ey a a 
| ere ly . (3 a a f f 
ong sa cay Ne 
ind, * : cer seer ae aioe aia ae Portland, Ore., Oregonian fr Wi 
: : . er ee Providence, R. I., Journal Bulletin a 
that ae : : eve Reading, Pa., Times . ped 
cee Richmond, Via., Times Dispat  ———— ee: 
| to : AY : cee tia | : : : . an Ae 2 = =. 
\ 4 Bee eee ¥ ‘ A Bee eae sah" NK, i ; ‘ 
. : 4) 2 sg etnine.: he Bre a a PS : 
tion Pte a ee g ado or” Ys fe : 
oe ee ee ee ar “samt “put: ; 
nore F . ‘ j . ss SN By PRCA Se is: 
Lh aS . wee here ae Sere ee Ee CA, ai? 
coy f £ Stet ‘ 2. 7 actif Pens : > re nes : 
ge See ~ eae, fs 
d Pee eee | yf eee erie ee 
, Sa ae sae es te: 
AGE ——_v = ememnenesivervore | . 
ings i ay = - ) 
> in- & ey > Se of se . mS 7 
ther .  * . =. we « ' 
a ie a : 
pod J a oe 
good r F a 
“ Pe = 
| 
NEW JOB eee F 
. 
aN" at ‘ a eat = Be pa | Pet is ass z se Pate ee Salas aie io ap ' See Leo woes 5 ee) ee iy Si HAS om Us eee 
ie Situednieeey 2 ese ah Sa He Caan be Sel ei sey Meech Re cs) 2 pa anaen i se ea te aces Seas RA tei eh oe coh eee telah tag oe aa: yr pig NALS al Sete ss ae ae mee hes a aL haga ieee oS oe : ris SD Sr . ) 
ree ee er ry NS ean =o" ale NE rere Mec cae ey hie aa ee eile. 7s tong eens ts ta aa UM race SUN i ae ins Side isaac! ae A 


ADVERTISING AGE 


October 3, 1931 


BUICK POSTER 
CALLED BESTIN 


ANNUAL EXHIBIT 


Procter & Gamble Co. Win in 
Three-Sheet Class 


Chicago, Oct. 1.—Winners in the 
Second Annual Outdoor Advertising 
Art Exhibit, sponsored by the Ad- 


Capt. H. L. Towle 


vertising Council of the Chicago 
Association of Commerce, were an- 
nounced today at a luncheon mark- 
ing the opening of the exhibit. First 
prize in the 24-sheet and painted 
board classification was awarded to 
the Buick Motor Co. and its artist, 
Frederic Stanley. The winning poster 
was entitled “Boy, That’s Travelin’.” 

Second prize went to the American 
Legion with recognition to the 
Fisher Body Corp., the Outdoor Ad- 
vertising Association of America 
Ine., and Fred Ludekens, the artist. 
The poster was called “The Big 
Parade to Detroit.” 

Third prize was won by the Cali- 
fornia Fruit Growers Exchange and 
Lyman M. Simpson, artist. “Sunkist 
Oranges” was the name of the 
poster. The Legion poster and one 
of the Buick series were recently 
reproduced in ADVERTISING AGE. 


Get Honorable Mention 


Honorable mentions were awarded 
as follows: Colgate-Palmolive-Peet 
Co., Andrew Loomis, artist; Mara- 
thon Oil Co. and George Rapp, art- 
ist; Coca-Cola Co. and Haddon 
Sundblom, artist; Florida Citrus Ex- 
change and Enoch Boles, artist; 
Liggett & Myers Tobacco Co. and C. 
E. Chambers, artist; Chevrolet Mo- 
tor Co. and General Motors photo- 
graphic department; Advertising 
Club of Seattle and Leonard B. 
Hamshaw, artist; Atlantic Refining 
Co. and Lucian Bernhard, artist; 
Cadillac Motor Co. and H. L. Towle, 
artist; and Tanforan Race Track 
and W. T. Warde, artist. 

First prize in the three-sheet 
poster classification was won by the 
Procter & Gamble Co. and Haddon 
Sundblom, artist. The winning 
poster was for Camay soap and was 
called “Girl with Green Earrings.” 
Honorable mention was given the 
Southern Cotton Oil Co. and its 
artist, Charles E. Heinzerling. The 
Blackman Company is the Camay 
agency. 

Capt. H. Ledyard Towle, general 
art director of the Campbell-Ewald 
Co., Detroit, discussed poster art 
technique as represented in the 
exhibit. This agency handles the ad- 
vertising of the first two prize win- 
ners, General Outdoor handling the 
third. 

Prizes were awarded by G. R. 
Schaeffer, advertising manager of 
Marshall Field & Co. and a member 
of the jury of awards. Other mem- 
bers of the jury were Dewey Bertke, 
art director, Lord & Thomas and 
Logan; Oscar Bryn, former vice- 
president and art director, Erwin, 


WHY JUDGES SELECTED THESE POSTERS 


travelin’ 


“The Buick design has everything a good poster should have. It expresses with perfect natural- 
ness what two small boys would undoubtedly say and the sales message is doubly strong because the 
product is no longer in the picture. 

“Its human interest quality arouses a smile, but a smile that overcomes sales resistance and can- 
not detract from the felicity of the idea, carrying, as it does, such strong conviction.” 


| 


Rs COURTESY FISMER BODY CORP DETROIT 


THE BIG PARADE IS TO DETROIT 
AMERICAN LEGION 
«KK SEPTEMBER 21 TO 24 


“The highly original American Legion poster is modern in technique, but strikes a note of warmth 
and gaiety. The head group makes one pattern, yet each profile is subtly expressive of a different 


personality. 


‘Every non-essential has been carefully eliminated, the result being complete spontaneity and a 
romantic conception very rare in poster art.” 


from Galifornia..Richest Juice - Finest Flavor 


“The oranges come out of this background and over the lettering with a remarkable effect of 
dynamic action and third dimension. The double shadows, increasing in size as the oranges come 
toward the eye, repeat the circle motif. The effect of depth is enhanced by the hot color of the 
oranges against the receding complementary color of the cool background.” 


Wasey & Co.; Donald Douglas, vice- 
vresident, Quaker Oats Co.; Mark 
Seelen, art director, General Out- 
door Advertising Co.; Haddon Sund- 
blom, Stevens, Sundblom & Stults; 
and Andrew Loomis, artist. 

The exhibit will continue at Mar- 
shall Field’s, seventh floor, until Oct. 
15. It will be open to the public. 


The meeting of the Advertising 
Council at Marshall Field & Co. was 
attended by 300. Burr L. Robbins, 
Jr., of the General Outdoor Adver- 
tising Company, chairman of the 
outdoor advertising art exhibit com- 
mittee, presided. 

Capt. Towle said that while the 
public may not be technically in- 
formed, it has definite ideas of what 
is good and bad in the posters. 


Value of Simplicity 


“Simple expression of an _ idea, 
with the fewest number of words, 
makes a good poster,” said Capt. 
Towle. “While newspaper and mag- 
azine advertising may talk in a quiet 
and well-bred manner to the pros- 
pect, outdoor advertising speaks 
loudly and says, ‘Wake up, wake 
up!’ ” 


Capt. Towle said that while 


French ‘and German poster art is 
highly thought of, it is more simple 
and less finished than the American 
variety, and does not seem, in prac- 
tice, to have selling value when used 
in this country. 


“We used to think posters would 
spoil the landscape,” he said, “and 
some of them did. But today repre- 
sentatives of outdoor advertising 
have presented their posters in 
frames, with standard designs, so 
that the poster hangs on the back- 
ground of the landscape like a pic- 
ture on the wall, and eye-sores are 
eliminated.” 


G. Ray Schaeffer, advertising 
manager of Marshall Field & Co., 
made some practical criticisms of 
current poster art. 


“It looks to me,” said Mr. Schaef- 
fer, “as if too much of our advertis- 
ing art is designed to sell to confer- 
ences in offices rather than to the 
buying public. I have the feeling 
that often advertisers and advertis- 
ing agents do not consider suffici- 
ently what the women of the country 
are thinking. I believe it would pay 
them to get the opinions of a lot of 
women about the art and the adver- 
tising appeal. 

“Pictures of pretty girls alone no 


longer click, because in many cases 
their connection with the adver- 
tiser’s product:or sales message is 
so remote as not to be discernible. 
In short, they are beautiful but 
dumb. 

“I understand that Lucky Strike 
and Chesterfield cigarettes are using 
the picture of the same girl in their 
poster advertising. If the cigarettes 
are different, why not the illustra- 
tions? 


Importance of Fashion 


“Another important point is fash- 
ion. Much of the work on posters 
and elsewhere exhibits fashions 
which are entirely out-of-date, which 
immediately turns a smart woman 
against the advertising. Advertisers 
should make sure that from a fash- 
ion standpoint their illustrations are 
beyond criticism. 

“Tt may become necessary to make 
drawings and other illustrations 
closer to publication dead-lines. I 
have seen illustrations in which the 
millinery, dresses and shoes of the 
women pictured were a year or more 
old, in point of fashion. 

“Advertising must sell goods, and 
it requires art which is dynamic 
rather than static, and which will 


start a train of thought which even- 
tually will lead to a purchase.” 
Many of the advertisers, artists 
and other recipients of awards were 
on hand to receive their prizes. 
Emerson J. Poag, assistant sales 
manager in charge of advertising 
and sales promotion for: the Buick 
Motor Company, received the first 
prize for his company. 
“Advertising and sales are one,” 


Three-Sheet Winner 


“Contrast and design make this a 
compelling poster. Sure draftsman- 
ship, and a sympathetic understand- 
ing of an elusive personality create 
a portrait of unusual distinction.” 


he said, in acknowledging the award. 
“That poster is best which gears 
directly into the selling problem. 
Most advertising men fail to get 
close enough to the sales problem. 


Sold New Idea 


“The prize-winning Buick poster 
was related directly to our selling 
situation. Buick was known as a 
staunch, sturdy car, but in introduc- 
ing this eight we wanted it known 
as a brilliant, fast automobile, and 
we believe the idea was put across. 
In the same way, the poster featur- 
ing the synchro-mesh Buick eight at 
$1,025 was right down our alley 
from a sales standpoint.” 

Others present to receive awards 
and honorable mentions were Arthur 
G. Poorman, past department com- 
mander of the Illinois Department 
for the American Legion; W. B. 
Geissinger, advertising manager of 
the California Fruit Growers’ Ex- 
change; E. W. Peet, for Colgate- 
Palmolive-Peet; H. E. Dosch, of the 
Rogers-Gano Advertising Agency, 
for the Marathon Oil Company; 
Edgar J. Forio, Chicago district 
manager, for Coca-Cola; R. R. Owen, 
Chicago, for the Florida Citrus Ex- 
change; T. R. Crocker, of Liggett 
& Myers Company, Chicago, for 
Chesterfield; F. H. Hanscomb, for 
the Chevrolet Motor Company; A. 
A. Hayden, of the Foster & Kleiser 
Company, for the Seattle Advertis- 
ing Club; Capt. Towle, for the 
Cadillac Motor Car Company; Mr. 
Hayden, for the Tanforan race- 
track; S. J. Davies, district man- 
ager, for Procter & Gamble, and H. 
N. Wick, Chicago manager, for the 
Southern Cotton Oil Company. 

Alfonso Ianelli, the sculptor who 
designed the prize-winning trophy, 
spoke on commercial art as distin- 
guished from fine art, and said the 
distinction really does not exist, as 
advertising art is vital, in close 
touch with actual living, and solves 
problems which are entirely similar 
to those of the painter or sculptor 
who is producing art for art’s sake. 

“T hope the day will come,” he 
said, “when there will be a scientific 
basis for the production of adver- 
tising art, and when the artist will 
be able to solve the specific problem 
in psychological appeals which is 
presented by the sales needs of the 
advertiser.” 
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October 3, 1931 ADVERTISING AGE 


The UNEXPECTED 


PROFIT! 


*In a recent building market survey the Research and Marketing 
Division of AMERICAN BUILDER AND BUILDING AGE discovered that the 
‘*spirit of depression’’ had so undermined the morale of some distributors 
that aggressive sales work had apparently been abandoned. “When a 
number of builders commented: ‘‘Curiously enough, I was never solicited 
about this product but made inquiries myself and bought it’’ or ‘‘In my 
own case, I took the initiative and bought without being solicited’’ (quotes 
from two typical cases), the manufacturers involved began to realize they 
had been losing business unnecessarily. * Staggering totals are common 
when speaking of national building volume; more than eight billion dollars 
a year measured the 1925-1929, building business. * For the current year 
this total may reach only five billion; but a lot of sales can be made in a 
market which this year will see five billion dollars change hands. 

*AMERICAN BUILDER AND BUILDING AGE is campaigning right now to 
make this year’s total a little higher, featuring winter building. *Your 
message, keyed to the winter building idea, will rivet attention on your 
product when presented in the advertising pages of AMERICAN BUILDER 
AND BUILDING AGE-— the one publication which reaches a majority of the 
Member: A. B. C. and A.B. P., active men who control brand selection in a market which, even in depress- 


National Shelter Group. ion, will total FIVE BILLION DOLLARS. 
TO HELP YOU SELL 


We have completed a number of Sean 
studies of the market for various products in 
the building field; mention the product in A R B A 
which you A interested and we will be glad to MERICAN UILDER AND UVILDING GE 
send you the latest available data. Our latest 
booklet, telling, among other things, how , . : i 
brand selection is made for fifty different build- A Simmons-Boardman Publication 
ing products, will be ready for mailing soon 
and will be sent to you without charge if you 


will write and ask for it. 105 W. Adams St., Chicago San Francisco 30 Church St., New York 
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BOND FEATURES 
TIRE CAMPAIGN 
BY ARMSTRONG 


West Haven, Conn., Oct. 1—Or- 
ganization of a string of independent 
outlets, coupled with an uncondi- 
tional guarantee on its product, is 
the answer of the Armstrong Rub- 
ber Company, Inc., manufacturers 
of Armstrong tires, to the sale of 
low-priced tires by service station 
chains. 

The Armstrong company is using 
an extensive direct mail catalog cam- 
paign to push sales of its tires, the 
catalog also being used for distribu- 
tion by retail outlets. In some cases 
retail concerns are being formed to 
handle the line, but in most instances 
long-established independent stations 
are given the franchise. 

An insurance bond, guaranteeing 
the tire against any form of failure 
for a stated period, varying in the 
different lines, is given purchasers. 
In case the tire becomes unservice- 
able within the time limit, it is to be 
returned to the nearest Armstrong 
store, with the original bond. 

Under the terms of the bond, the 
defective tire will be replaced with a 
new tire of like size and style, the 
customer being charged $1 a month 
for time elapsed between the date of 
purchase and its return. 


Comparison Is Urged 


The Armstrong catalog names 
competing tires and urges compari- 
son. For instance: 

“Compare the quality of this 
Senior Cord with Firestone’s Old- 
field, Firestone’s Anchor, Defiance 
Tire, Goodyear’s Pathfinder, Good- 
rich’s Cavalier, U. S. Rubber Co.’s 
Peerless, or any other second line 
tires,—then compare our prices with 
theirs and see the difference.” 

The catalog reads in part as 
follows: 

“Armstrong Tire Stores display a 
uniform blue and silver sign for 
your protection. Their slogan is, 
One Price—Always the Lowest. 

“Every Armstrong Tire Store is 
in charge of the owner of the store. 

“He can profit only by a continu- 
ance of your patronage. Therefore 
he must give you merchandise and 
service that sell you. 

“He is a member of your com- 
munity. His reputation, the reputa- 
tion of his store and the reputation 
of the manufacturer back of the 
product, is your best guarantee of 
satisfaction. 

“Patronize home industry — in- 
crease the prosperity of your local- 
ity by trading with your neighbor.” 

Blow-outs, stone bruises, glass 
cuts, rim cuts, tread separation and 
any and all road hazards or acci- 
dents that might put them out of 
service are covered by the uncondi- 
tional policy. 


Dotted Line Club 


to Resume Meetings 


The Chicago Dotted Line Club of 
the Associated Business Papers, Inc., 
will resume its meetings at the IIli- 
nois Athletic Club Oct. 5 with a din- 
ner meeting. 

Salesmen will tell a hypothetical 
advertiser why he should resume use 
of space at once. ’ 


Emerson B. Knight 
Adopts New Style 


Emerson B. Knight, Inc., research 
organization of Indianapolis, be- 
came Market Research, Inc., on 
Oct. 1. 

Charles E. Knepper continues as 
president with the personnel un- 
changed. 


Wallace on Air 


R. Wallace & Sons Mfg. Co., Wal- 
lingford, Conn., has started a new 

io series over the Columbia 
Broadcasting System to run every 
Sunday for 13 weeks. 


Abraham Fels Dead 


Abraham Fels, director of Fels & 
Co., Philadelphia soap manufactur- 
ers, died in London, Sept. 25. He 
was a bachelor. 


WHERE SALADA TEA COMPANY IS HOST TO FEMININITY 


Quarters for women’s clubs maintained by Salada Tea Co., Boston. 
(Story on Page 4) 


Construction 
Is Estimated 
at 4 Billion 


New York, Oct. 1.—Building ac- 
tivity in the United States from Oct. 
1, 1931, to March 1, 1932, inclusive, 
will amount to $1,850,000,000, the 
National Building Press Group esti- 
mates. 

Since this period is the least active 
part of the building year, the normal 
expectancy for the 12 months begin- 
ning Oct. 1 is four billion dollars, 
the group reports. 

Of the $1,850,000,000 forecast for 
the next six months, building con- 
struction will account for $560,- 
000,000; non-residential building, 
$680,000,000; and public works and 
utilities, $610,000,000. 

The Metropolitan New York area 
will lead in activity, with Chicago 
second and the Middle Atlantic and 
New England States coming next. 
However, the forecast points out, 
increased activity in rural sections 
may change the picture. 

The figures presented in the fore- 
cast have been compiled by the F. 
W. Dodge Corporation in collabora- 
tion with 18 publications and the 
building division of the Blaker Ad- 
vertising Agency. 

The publications contributing their 
resources to this authoritative study 
are American Home, Country Life, 
Home & Field, House Beautiful and 
House & Garden, in the consumer 
field; American Architect, Architec- 
tural Forum, Architectural Record, 
Architecture and Pencil Points, in 
the architectural field; and the fol- 
lowing business papers: 

American Builder and Building 
Age, General Building Contractor, 
Building Supply News, Building In- 
vestment, Heating aud Ventilating 
Magazine, Domestic Engineering, 
Plumbing and Heating Contractors’ 
Trade Journal and National Real 
Estate Journal. 


This Convention 


Was Held at Home 

The October issue of Chain Store 
Age, New York, featured a “stay-at- 
home” convention, with ieaders in 
that field providing the “addresses.” 
The annual banquet was delivered 


with all of the usual trimmings ex- 
cept food. 


North Recalled 


Henry E. North, vice-president of 
the Metropolitan Life Insurance Co., 
in charge of the Canadian headquar- 
ters at Ottawa, has been recalled to 
New York to head a new sales pro- 
motion and field education depart- 
ment. 


Liquor Outlets 
To Be Indicated 


Washington, D. C., Oct. 1— 
The Government has adopted 
the sound merchandising prac- 
tice of indicating “authorized 
dealers,” ordering retail drug- 
gists to display prominently 
notices that they hold permits 
to fill whisky prescriptions. 

Many prescriptions have 
been filled with bootleg whisky 
by unauthorized dealers, it is 
alleged. 


BUREAU RAPS 
RETAIL COPY 


New York, Oct. 2—The newspaper 
advertising of several retail stores 
in New York attacking prices and 
advertising of other stores was vig- 
orously condemned in a_ bulletin 
issued this week by the Better Busi- 
ness Bureau of New York City. 

The bulletin, “A Plain Statement 
About a Serious Misuse of Retail 
Advertising in New York,” points 
out that untruthful claims of this 
nature “arouse competitors to simi- 
lar tactics and trade war is waged 
in the public prints. The buying 
public is confused and exploited. 
The results are destructive and 
wasteful.” 

The bulletin was inspired by the 
bitter price war raging among sev- 
eral of the larger department stores 
in which sizeable advertising space 
has been used to compare the selling 
prices of one store with those of an- 
other. The bulletin said: 


Cannot Be True 


“If these disparaging statements 
concerning prices elsewhere were 
wholly true—which they are not and 
cannot be—they would tend to force 
many other stores in New York City 
out of business. 

“As it is, these extreme claims lure 
many credulous shoppers away from 
other stores, unfairly, and destroy 
public confidence in competing ad- 
vertisements— announcements wor- 
thy of confidence. They are an open 
attack on the integrity of adver- 
tising. 

“Such methods of attracting trade 
are unsound business and, in the long 
run, inimical to the public interest. 
They are a menace to standards of 
truth in advertising and fair play 
in business. They undermine belief 
in all advertising. Without belief 
advertising loses its value to reader 
and advertiser alike.” 


Junvenne Rate 
of Postage to 
35 Countries 


Washington, D. C., Oct. 1—An in- 
crease in postage rates on letters 
and post cards to more than 35 coun- 
tries will become effective in this 
country Nov. 1. 

The rate for letters of one ounce 
will be 5 instead of 2 cents, with 3 
cents for each additional ounce or 
fraction. Single post cards will cost 
3 instead of 2 cents and double post 
cards will be 6 instead of 4 cents. 

The countries concerned are Ba- 
hamas, Barbados, Bermuda, British 
Guiana, British Honduras, Jamaica 
(including Cayman and Turks and 
Caicos Islands), Leeward Islands 
(Anguilla, Antigua, Barbuda, Do- 
minica, Montserrat, Nevis, Redonda, 
St. Christopher or St. Kitts, and 
British Virgin Islands), Netherlands 
(Dutch) West Indies (Aruba, Bo- 
naire, Curacao, Saba, St. Eustatius 
and the Dutch part of St. Martins), 
New Zealand, including Cook Is- 
lands, British Samoa and Danger 
(Pukapuka), Manihiki, Palmerston 
(Avarua), Penrhyn (Tongareva), 
Rakaanga, Savage (Niue), and Su- 
warraw Islands, Trinidad (includ- 
ing Tabago), and Windward Islands 
(Grenada, The Grenadines, St. Lucia 
and St. Vincent). 


Advertising Committee 
Is Headed by Gaines 


L. A. Gaines, of the Richmond 
(Va.) News-Leader, has been ap- 
pointed chairman of the advertising 
committee of the Southern News- 
paper Publishers Association, other 
members being: 

George C. Biggers, Birmingham 
News and Age-Herald; W. C. All- 
sopp, Little Rock Gazette; A. H. 
Chapman, Brandenton (Fla.) Her- 
ald; Herbert Porter, Atlanta Geor- 
gian; J. L. Newman, Frankfort 
(Ky.) State Journal; A. G. New- 
myer, New Orleans Item-Tribune; 
W. G. Wilkes, Biloxi-Gulfort oe met 
Herald; Frank Daniels, Raleig 
News and Observer; J. I. Meyerson, 
Oklohoma City Oklahoman and 
Times; 

A. W. Huckle, Rock Hill (S. C.) 
Herald; C. A. Moore, Memphis Press 
Scimitar; Steve Kelton, Houston 
Chronicle; C. C. Bower, Norfolk Vir- 
ginian-Pilot, and W. Guy Tetrick, 
Clarksburg (W. Va.) Exponent and 
Telegram. 


Dyer to London 


Carleton L. Dyer has become man- 
aging director of the newly organ- 
ized Philco Radio & Television Corp. 
of Great Britain, coming from Er- 
win, Wasey & Co., the Philco agency. 


COAST AGENCIES 
MEET NOV. 4-6 


Los Angeles, Cal., Oct. 1—The an- 
nual meeting of the Pacific Associa- 
tion of Advertising Agencies will be 
held at the Biltmore Hotel, Santa 
Barbara, Cal., Nov. 4-6, Russell N. 
Lockwood, of the Lockwood-Shackel- 
ford Co., general chairman for the 
convention, announced. 

The dates were selected to make 
it possible for members of the Amer- 
ican Newspaper Publishers Associa- 
tion to attend en route to their meet- 
ing in Los Angeles. 

Governor Rolph will be the chief 
speaker at the banquet Friday eve- 
ning. John Benson, president of the 
Four A’s, and John J. Cuddy, man- 
aging director of Californians, Inc., 
are also on the program. 

There will be several golf parties 
and a star session of the 15-2 Club. 

Mr. Lockwood is being assisted by 
the following: 

August Bruhn, McCann-Erickson, 
Inc., chairman of the program com- 
mittee, aided by A. Carman Smith, 
of Smith & Drum; Terrell T. Mc- 
Carty, McCarty Company, chairman 
of the attendance and publicity com- 
mittee, assisted by Carl Heintz, of 
Hanff-Metzger; Chet Crank, Bots- 
ford-Constantine and Gardner, en- 
tertainment and hotel, assisted by 
Jack Waters, Waters & McLeod. 


N. Y. Club on Air 


Several addresses at the noon 
luncheons of the Advertising Club 
of New York will be broadcast over 
a national hook-up by the Columbia 
system. James W. Gerard, former 
German ambassador, initiated the 
series. 

Others scheduled include Arthur 
M. Hyde, secretary of agriculture; 
Dr. Carl W. Ackerman, dean of the 
School of Journalism at Columbia 
University; Mayor Harry A. Mackey, 
of Philadelphia, and the Lord Mayor 
of Manchester, England. 


Take 22 Pages in 


Promotion of Boats 

The October issue of Motor Boat- 
ing, New York, carried a special 32- 
page section showing the yacht fleet 
of 1931 designed by Henry J. Gie- 
low, Inc., naval architects. 

The section, supervised by Em- 
mett V. Maun, Inc., Gielow adver- 
tising representatives, included 22% 
pages of display space taken by 
manufacturers who contributed to 
the $6,000,000 fleet. 


Schottenfels Joins 


“Open Road for Boys” 


C. Schottenfels, formerly with 
Screen Play and Hollywood, joined 
the Open Road for Boys Magazine, 
New York, Oct. 1. 

Mr. Schottenfels will specialize in 
motion picture advertising. 


Markets Machine 


to Roll Cigarettes 
The Roll ’Em Co., Royal Oaks, 
Mich., is marketing a cigarette roll- 
ing machine. 
Distribution will be through regu- 
lar trade channels. 


Gives Up Agency 
After 10 years as head of his own 
agency in Boston, John S. Wilson 
has become an account executive 
with the Wells Advertising Agency, 
Boston. 


Lewis Makes Change 
Barran Lewis has joined Irving S. 
Strouse, publicity counselor, New 
York, as advertising manager. He 
was formerly advertising and pub- 
licity manager for Warner Brothers. 


O. K. Florida Campaign 


W. M. Cotton, city manager of St. 
Petersburg, Fla., has approved a 
winter campaign advertising that 
city as a resort. 


New Account to Frank 

Albert Frank & Co., New York, 
are handling the advertising of Cor- 
nell, Linder & Co., New York, finan- 
cial and industrial advisers. 


New Shoppers’ Paper 
The Shoppers News Publishing 
Co. has incorporated at Shreveport, 
oe gh A. Chachere, Jr., being pres- 
ent. 
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Not just lower rates, but—the lowest in the field! 


55% Below 
Average Cost! 


F ALle other leading magazines sold adver- 
tising space at rates as low as MODERN 
MAGAZINES, advertisers during this per- 
iod of falling commodity prices, could main- 
tain the same volume of advertising as last 
year — at half the cost! 


Selective Combinations and 
Complete National Coverage 


OY gery MAGAZINES are no longer 
sold on a forced combination basis. 
Such a policy has never been necessary be- 
cause each MODERN MAGAZINE is 
capable of standing on its own feet. We 
have no ‘‘weak sisters’’ which must lean on 
stronger magazines for support. By the new 
policy of “Selective Combinations,” adver- 
tisers may buy MODERN MAGAZINES to 
suit their own needs and still retain the 
economy advantage of buying in quantity. 


Because present rates are still based on 
800,000 (though circulation has actually 
mounted to 1,000,000) advertisers in MOD- 
ERN MAGAZINES will pay a page-per- 
1000 cost of only $1.30 on all 1932 orders 
placed before October 20, 1931. THIS IS 
55 PER CENT BELOW THE AVERAGE 
COST! Compare that price of $1.30 with 
the $2.91 rate which is the average for the 


MODERN SCREEN and MODERN RO- 

MANCES, which are sold in Kresge 

and Kress stores, now extend distri- 

bution to newsstands in all cities not con- 

taining units of these chains. And My 17 other leading magazines in the million- 
and-over class! 


Aitwt pense weniewr cme | ——the most outstanding value |r sec te quny-oos 


newsstand circulation (100 per cent 
wth ing quantity — demanding economy — is 
voluntary, non-subscription) reaching every finding MODERN MAGAZINES the 


ving os, evry in advertising history! | mtudie nica ot it 


MODERN MAGAZINES 


oder® . 
Romances 


CHICAGO 
Michigan Square Bldg. 


NEW YORK 
100 Fifth Avenue 
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Start Work on 
Fresh Crop of 


Dinner Talkers 


Cleveland, O., Oct. 1—The Speak- 
ers’ Division of the Cleveland Adver- 
tising Club opened its 15th season 
today. The division is dedicated to 
“the art of public speaking’ and 
every member of the group makes a 
three-minute speech every meeting. 

Chairmen for each meeting are 
elected from the members, one chair- 
man for each half of the weekly ses- 
sion. Each chairman in turn names 
the speakers until every one present 
has had three minutes on the 
rostrum. 

At the conclusion of every five 
talks, the commentator criticises the 
method of delivery of each speaker. 
Usually there are about 50 members 
present. 


New Colortype Plant 
The American Colortype Co., New 
York, will start immediate construc- 
tion of a large new plant at All- 
wood, N. J. 


Miss Sutherland Promoted 

Miss Helen C. Sutherland, who 
has been with Pedlar & Ryan, New 
York, for several years, has been 
elected assistant secretary. 


This Advertiser 
Circularizes Dead 


Tuscaloosa, Ala., Oct. 1— 
This postoffice received a mail- 
ing piece addressed to “Michael 
Tuomey, State Geologist of 
Alabama and South Carolina.” 

Prof. Tuomey died in 1857. 
If he were alive he would be 
124 years old. 

The Montgomery Advertiser 
published an editorial ending 
“Our reverence to thee, O Mail- 
ing List, eternal and immut- 
able.” 


CLASSIFY 250 
U.S: PAPERS FOR 
CANADA TARIFF 


Ottawa, Canada, Oct. 1—About 
250 United States publications were 
classified for the new Canadian 
tariff by the Department of Na- 
tional Revenue. Three papers were 


Bernarr Macfadden 
Foundation Formed 


Bernarr Macfadden, New York 
publisher, has given property valued 
at $5,000,000 to set up the Bernarr 
Macfadden Foundation, Inc. 

This will “propagate the principles 
of health building by natural means, 
maintain sanitariums, camps, gym- 
nasiums and similar health building 
facilities, and publish books, maga- 
zines and pamphlets devoted to 
physical culture.” 


Kane Joins Erwin-Wasey 


Frank G. Kane has joined the 
copy writing staff of Erwin, Wasey 
& Co., New York. He has been with 


Advertisers, Inc., and MacManus, 
Inc., Detroit. 


reclassified, Atlantic Monthly getting 
the two-cent rate, and Railroad 
Man’s Magazine and Sport Story 
Magazine paying 15 cents a copy. 


Two Cents a Copy 


The following will pay 2 cents a 
copy:” 

American Journal of Optometry, 
Astrological: Bulletin, Atlantic 
Monthly, Bystander, Coal and Coal 
Trade Journal, Dance Magazine, 
Fur-Fish-Game, Gregg Writer, Hab- 
erdasher ands Clothier, Health Cul- 
ture Magazine, Home Economics 
News, International Journal of 
Orthodontia, Oral Surgery and Ra- 
diography, Jacobs’ Orchestra 
Monthly; 

Journal of Laboratory and Clini- 
cal Medicine, Magazine of Wall 


Part of the kitchen at Worcester, Mass., State Hospital. 
serves 7,500 meals every day in the year. 


This kitchen 


J... Gnd twenty-five cents 


goes for food cake 


Out of every dollar spent by hos- 
pitals in rendering service to pa- 
tients, twenty-five cents goes for the 
purchase, preparation and serving of 


food. : 
In the aggregate, 


spending $250,000,000 this year for 
foodstuffs, kitchen equipment, uten- 


sils and supplies. 


Concentrated in 7,500 units, this 
tremendous market for every type of 
food product, for every labor-saving 
device in the preparation and serving 
of food, can be effectively reached 
through one publication—at a cost 
which is surprisingly low. 


For sixteen years “the practical 
journal of administration,” 
PITAL MANAGEMENT covers 
the hospital food market as no other 
publication can. 


HOS- 


It publishes regu- 


larly twice as much editorial mate- 


rial on food 
maintains th 


hospitals are 


publication i 


as the second paper—it 
e largest and most in- 


fluential food department of any 


n the field—and it gives 


its food advertisers the benefit of 


pertinent ed 
extra cost. 


compact ma 


you. 


MANAGEMENT can get it for 


position in this food section, op posite 


itorial material, at no 


If you want business in this rich, 


rket, HOSPITAL 


HOSPITAL MANAGEMENT 


537 S. Dearborn Street, Chicago 


Graybar Building, New York 


PROMOTED 


J. M. McKibben, Jr., who has 
heen apposucu suuustrial aavertis- 
ing manager of the Westinghouse 
Electric & Mfg. Co., Pittsburgh. 
The consumer division has been 
concentrated at Mansfield. O.. where 
Leroy Staunton is advertising man- 
ager. 


Street, Physical Culture, Radio 
Craft, Railway and Marine News, 
School Science and Mathematics. 
United States Air Services, United 
States Egg and Poultry Magazine. 


Five Cents a Copy 


Under Section 11 of Tariff Item 
184B, unbound or paper bound at 
five cents per copy: American 
Artisan, American Cookery, Amer- 
ican Furrier and Fur Style, Amer- 
ican Gentleman and Sartorial Art 
Journal, American Journal of Ob- 
stetrics and Gynecology, American 
Ladies Tailor and Les Parisiennes, 
American Printer, American School 
Board Journal; Antiquarian; 

Archives of Pediatrics, Black Fox 
Magazine, Buildinas ond Ruilding 
Management, Cotton, Dental Cosmos, 
Dental Outlook, Drug Markets, 
Drugs, Oils and Paints, Electrical 
™nstallation, Electrical South, Fish- 
‘ng, Fortune, Fraternal Monitor, 
Hardware Age, Horn Book Maga- 
zine, Hospital Progress, India Rub- 
her World, Industrial Arts and Vo- 
cational Education, Industrial Edu- 
cation Magazine, Insurance Sales- 
man, Jacobs’ Band Monthly, Market 
Growers’ Journal, Materials Han- 
dling and Distribution, Medical 
Times and Long Island Medical 
Journal Consolidated, Metal Prog- 
ress, Motor Land, Motordom, Mutual 
Underwriter, National Barred Rock 
Journal, National Provisioner; 


National Real Estate Journal, Na- 
tional Retail Clothier and Furnisher, 
Natural Gas, Novelty News, Ohio 
Farmer (consolidated with Ohio 
Stockman and Farmer), Pacific 
Shipper, Projection Engineering, 
Radio Engineering, Rough Notes, 
Safety Engineering, Science, Shoe 
and Leather Reporter, Southern Au- 
tomotive Journal, Southern Hard- 
ware, Southern Power Journal, 
Steward, Style, Timberman, Tobacco 


World, Trust Companies, Waste 
Trade Journal. 
Enter Free 


Under tariff item 184C, free of 
customs duty: Adult Bible Class 
Member’s Monthly, Adult Bible Class 
Teachers’ Monthly, Advent Review 
and Sabbath Herald, Aera, African 
Missions of the White Fathers, 
American Botanist, American Heart 
Journal, American Journal of Clini- 
cal Pathology; 

American Journal of International 
Law, American Journal of Phar- 
macy, American Journal of Syphilis, 
American Journal of Tropical Med- 
icine, American Legion Monthly, 
American Magazine of Art, Amer- 
ican Naturalist, Among the Deep 
Sea Fishers, Annals of Internal 
Medicine, Annals of Surgery, Baby’s 
Mother, Bank and Quotation Record, 
Beginners’ Teacher, Bookshelf, Boy 
Life, Boy’s World, Brief, Bulletin of 
the American Home Economics As- 
sociation, Bulletin of the National 
Association of Purchasing Agents, 
Bulletin of the Taylor Society, Burn- 


ing Bush; 
Catering Industry Employee, the 


Catholic Choirmaster, Catholic Mind, 
Chemical Reviews, Child Develop- 
ment, Christian Endeavor World, 
Christian Family, Christian Ob- 
server, Christian Standard, Church- 
man, Church Officers’ Gazette, Com- 
prehensive Teacher’s Quarterly, Dew 
Drops, Editor, Electrical Engineer- 
ing, Equitist, European Harvest 
Field, Everygirls, Excalibur, Far 
East, Far Horizons, Foreign Policy; 

Frontier, a Magazine of _ the 
Northwest, Girlhood Days, Girls’ 
Companion, Guide to Perfect Love, 
Index, Jewish Quarterly Review, 
Journal of Adult Education, Journal 
of Allergy, Journal of the American 
Waterworks Association, Journal of 
Aviation, Medicine, Journal of Bac- 
teriology, Journal of Biological 
Chemistry, Journal of Comparative 
Psychology, Journal of Dairy Sci- 
ence, Journal of Forestry, Journal 
of Immunology, Journal of Nutri- 
tion, Journal of Pharmacology and 
Experimental Therapeutics, Journal 
of Urology, Junior League Maga- 
zine, Junior Life, Junior Teacher's 
Quarterly ; 

Kingdom Tidings, King’s Business, 
Kiwanis Magazine, Land and Free- 
dom, Lefax and the Enginera, Lib- 
erty (a Magazine of Religious Free- 
dom), Life and Health, Little Mis- 
sionary, Lookout, Management Re- 
view, Medicine, Mercury, Messenger, 
Mining and Metallurgy, Ministry, 
Missionary Messenger, Mission Tid- 
ings, Modern Screen, Mother’s 
Golden Now Magazine, N. C. W. C. 
Review, New Century Sunday School, 
Teacher’s Monthly, News Bulletin, 
Occupational Therapy and Rehabili- 
tation, Our Hope, Pennsylvania Mag- 
azine of History and Biography; 

Personnel Journal, Present Truth, 
Primary Sunday School Teacher, 
Problem Studies Teacher, Pro- 
ceedings of American Society of 
Civil Engineers, Quarterly Review 
of Biology, Radio Digest, Railway 
and Industrial Compendium, Ring, 
Rosicrucian Magazine, Rotarian, 
Sabbath School Worker, S. A. E. 


Journal, St. Anthony Messenger, 
Scattered Seeds, School and Society, 
Scientific Monthly, Screen Romance, 
Short-Wave Craft, Social Forces; 

Soil Science, Southern Aviation, 
Sovereign Visitor, Starry Cross, 
Sunday School Executive, Sunday 
School Home Journal, Sunday School 
Yome Visitor, Sunshine Magazine, 
Tabernacle and Purgatory, Thought, 
United Sabbath Day Adventist Mes- 
senger, Vindicator, What to Do, 
Wisconsin Library Bulletin, Woman’s 
Press, Young Men, Young People’s 
Teacher, Young People’s Weekly, 
Youth’s Instructor, Zontian. 


15 Cents a Copy 


Under tariff item 184D, at the 
rate of 15 cents per pound, but not 
less than 15 cents per copy: Action 
Novels, All Western Magazine, 
Astounding Stories, Ballyhoo, Brief 
Stories, College Life, Complete De- 
tective Novel Magazine, Crime Mys- 
teries, Detective Fiction Weekly, 
Everybody’s, Far West Illustrated, 
Fight Stories, Film Fun; 

Happy Mag, Munsey’s Magazine, 
My Story, Outdoor Stories, Outlaws 
of the West, Railroad Man’s Maga- 
zine, Romantic Western Novel Mag- 
azine, Scotland Yard, Sea Stories, 
Sentimental Stories, Sport Story 
Magazine, Vampires, West (bi- 
weekly), West (weekly), Western 
Adventures, Western Romances, 
Westland Love Magazine, Wings. 


15 Cents a Pound 


At the rate of 15 cents per pound, 
but not less than 35 per cent ad 
valorem: 

American Shorthand Teacher, Au- 
tomotive Electricity, Bags, Burlap 
jand Cotton, Coal Herald, Compressed 
Air Magazine, Draperies, Fifth 
Avenews, F-M News, General Foods 
Magazine, Melliand Textile Monthly, 
Mirror; 

Motor Carrier, New Era in Food 
Distribution, Post, Radio-Music Mer- 
chant, Red and White Magazine, 
Rug Profits, Scott’s Monthly Jour- 
nal, Shoe Style Digest, Soda Foun- 
tain, Tires, Western Electric News, 
World Convention Dates. 


Gets Automotive Account 

The Ohio Parts Co., Cincinnati, 
has appointed the Charles H. Touza- 
lin Agency, Chicago, to handle its 


advertising. 
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ind, EXECUTIVES OF Petry with Castle Films Dry-Cleanin g renovated for 15 cents with this) Street & Finney Get 
nid. _ Martin L. Petry resigned as pub- . means, 5S claimed. : Baume Bengue Account 

licity director of the United States} JVJachine Made | ,.1% *2!¢ of Auid, super-spotting ; 
a Lines to join Castle Films, New fluid and fluid reclaiming powder is tose anata te eas Le 
oh York, Oct. 1. 
~ , naticnal exhibition fualeeand ne | FOr Home Use) sr rrcrciue, and alse indicated the | %q,C22 New, York, to handle’ the 
ms endides thas hol nue, and also indica ©| Baume Bengue account. 
etn . c — of retailers. ’ The advertising appropriation has 
per- ee a oe ——$—____— New York, Oct. 1—E. Paul Ham- These products will sell to the| been considerably enlarged. 
>st Pintle ad ried nity ar Shoe Account to Hoyt ilton, who has become general | housewife like phonograph records a Pa 
Far por ~_ hy | poe nt The Melville Shoe Cor he manager of the Schreyer-Hamilton| used to sell after a machine was Flyers at N. Y. Club 
the malts York, has appointed the Charles W.|CO™Pany> has selected radio and| purchased,” asserted Mr. Hamilton.| Christian Johanssen and Willy 
er a Hoyt Co., Ine., New York, to handle automotive dealers to distribute the Roddy, the German flyers who were 
rls the advertising of Rival shoes. Ad-|°°™Pany’s Duette home dry cleaning . vicked up at sea with their mechanic 
ve, vertising formerly was handled machine. “Cleanse it in a twinkling, Parker Heads New Firm | after an attempted ocean flight, were 
ew, direct. wear it within an hour” is the slogan| The Auto Cinema Sales Co., Inc., f Ne guests at the Advertising Club 
= aie ti adopted. ded Ee Ave., New York, has of New York Monday noon. 
can R : een formed with Hor Park 

oosevelt Moves The cleaner consists of a revolv-| °©€". een SSOERCS FOFEST 8S 

of Biliet Receevelt. sen of Gov ing drum with a simple internal bar resident to distribute a new auto- P Changes Name : 
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or Pesees 4 ucker Agency, New York, after “< . e cleaning fluid permeates ilms. A. O. Kellogg and Hans R. York, will become Radio & Electric 
Sci. 1 baptism with Albert Frank & Co.| ‘hem thoroughly. A garment can be| ‘ossman are vice-presidents. ippliance Journal. 
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tri- from"him”... 
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ree- 
Lib- re 
: = o.4S Heard Through 
>. McGRAW-HILL PUBLISHING CO. rou 


Boer ts 


“| ~~~ Advertising Age 


“yt? from October to May, inclusive, by 


ool, the McGraw-Hill Publishing Com- 
tin, pany to interest junior and senior 
bili- technical students in the company’s 2 ° e . 
0d ont i , Because Advertising Age, the National Newspaper of Advertising, 
The chief end is the impression s . me e,: e 
sth, eaux es Ge oe Ge Ga : no axes to grind, no special interests to promote, it is a recognized 
her, job in industry in coming years, in- ace fi r th . ss es 
ot it lings sos erties om Sage g Bora p or the exchange and interchange of advertising opinion. 
of ness administration who will be 
iew found later in executivve positions, 
way and hence influential in advertising. 66 * * 99 ° ‘ 
= ads wane Ge os The Voice of the Advertiser,’’ on Page 4 of each issue, is con- 
ian, ‘ ing paper and a paper covering the 


. Pog. dee ye Aad slates oP tributed to by men and women in all fields of advertising, all over the 


ger, campaign includes only publications at ° * . 

wih i Galatians Wasting oo Weak Ge country — advertisers, agency executives, publishers and others. It 

nee, students. 4 . . . ° . ° e 

: yor is filled with interesting, pungent expressions of ideas and opinions, 

ion, throughout the campaign, “Get the ° ° 

oss, jump on that first job now.” The comments and interpretations of the current news. 

day illustrations show seasonal college : 

hool athletic activities — football in Oc- 

j tober and N ber, basketball in ' ° < 

he, Sauaiber ond fenanee, Wenn fe Just a few of the well-known names which have appeared on this 
; ing in March . , ‘ 

= ty tears — jeaaanians page are Theodore Weicker, E. R. Squibb & Sons; Paul S. Ellison, 

sae The Gardner Advertising Co., 


Brunswick Radio Corporation; Cliff Knoble, Chrysler Corporation; 


le’s New York, placed the campaign in 


kly, a rar gd. S. M. Ballard, Delco Appliance Corporation; W. R. Greenlee, Pabst 
Weekly, Carnegie Parton, Dai There is only c¢ tion; W. C. D’Arcy, D’Arey Advertising Co 
y, Carnegie Tarton, Daily Ne- ° : . 
braskan, Cornell Daily Sun, Ohio d Pit orporavion ; e Ue rey, rey vertising mpany; James 
State Lantern, Daily Pennsylvanian, 1 ; i ° . 
the cs Man tn aeeare one advertising W. Young, University of Chicago; George N. Walker, Vacuum Oil 
not Crimson, Tech Engineering News C Arth Kud Erwi W & Co ‘ L S 
oe ‘Mansesbessts tadibane of Tob news p a p e r ompanys, Arthur udner, Erwin, asey 23 - Lynn Sumner, 
of nology) ; : : ° 
ref MEkivan Daily, University of G. Lynn Sumner Company; E. M. Burrs, Campbell Soup Company; 
we tog eer Daily, Daily Illini, Pur- S. Roland Hall, Charis Corporation; Grant M. Webster, Kroger 
kly, ue Engineer, Towa State Engineer, y 7% 
ted. Konane City Bente Dapinew, Boies Grocery & Baking Company; H. S. Gardner, Gardner Advertising 
alifornian, Stanford Daily, Yale 9 
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= narra , H. P. Roberts, Pepsodent Company; R. D. Black, Black & Decker 
_ fonts —- C . Mfg. Company, etc., etc., etc 
(bi- in Radio Campaign F ? "9 ” " 
ern “Sea Romances” is the title of a 
ces, aon —_ red the ow — 
work under the sponsorship o ar- e e e 
old F. Ritchie & Co., New York, dis- If you want to know what advertisers are thinking about, and get 
tributors of Scott’s Emulsion. The oe 7 ‘ 
ai programs will dramatize famous sea the trend of opinion among those whose work and ideas are determin- 
“ es ing the future of the business, look each week to ‘‘The Voice of the 
. Pancoast Honored : a peng 
Chalmers L. Pancoast, F. Darius Advertiser.’’ It will interest you. 
ap Benham & Associates, New York, 
sed was the guest of honor at a dinner 
ifth tendered by the Knights Templar 
ods of the State of New York. He was 
hly, recently elected eminent grand 
warder, Grand Commandery. “a 
ood 
ler- Bar Announcements vertisin Sf 
ine, Stations WGR and WKBW, Buf- 
ur- alo, have barred brief commercial THE NATIONAL NEWSPAPER OF ADVERTISING 
ane anqecaseants ag es ge .?. _ — 
ml nignt, ruling at eac 1 advertis- 
_ pe i os must provide enter- 537 S. Dearborn St. Graybar Building 
ainment. 
aero Chicago New York 
nt Barton Dies Suddenly : 
ati, A. C. Barton, treasurer of the 
1Za- Back Bay Electrotype Co., Boston, 
its died suddenly last week. 
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New I. N. S. Head to 
Make Radio Debut 


Joseph V. Connolly, new president 
of the International News Service. 
will make his radio debut in Bill 
Schudt’s “Going to Press” program 
over the Columbia network next 
Wednesday night. 


Another for Four A’s 
King & Wiley & Co., Cleveland, 
“ave been elected to membership in 


the American Association of Adver- 
tising Agencies. 


Boost lowa Coal 
The Iowa Coal Institute, Albia. 
Ia., is using newspapers. of that 
state for Iowa coal. 


Back with Mulford 
Clyde Varney has left Financial 
Advertising, Inc., Detroit, and re- 
turned to the Mulford Company as 
direct mail counsel. 


Fifty Years Old 
The Waterbury (Conn.) Repub- 
lican celebrated its 50th anniversary 
September 27. 


Stanford men spend 


$546,784 for clothes 


T STANFORD UNTVERSITY, 3,000 men 
A spend more than half a million dollars a 
year for clothes. Five hundred women 
spend $447,201 a year for clothes. One thousand 
seven hundred of these students own $5,477,400 
in securities. The 3,500 students travel twenty 
million automobile miles—nearly half a million 
miles by plane—eight and one-half million 
miles by railroad and steamship. Fifteen hun- 
dred students own cars, and 1,030 were pur- 
chased new; 20,330 gallons of gasoline a week 
keep them running. 


If you are interested in the sales possibilities 
in the college market, we can be of service. Ask 
for The Collegiate Salesman for 1931-32, with 
a list of all college publications and data on the 
student market. 


Write for the 1931- 
1932 Collegiate Sales- 
man, containing a 
complete list of col- 
lege publications. 


=. 


Collegiate Special Adv. Agency, Inc. 


NEW YORK 
18 East 41st Street 


CHICAGO 
612 N. Michigan Ave 


Sell lowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it... one colo, 

and black in Daily or Sunday news sections 

. . « four colors in Sunday Rotogravure 

section . four colors in Sunday Comi: 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


2 LET'S NOT GUESS 3 


? ANY LONGER- ? 
? LET'S FIND OUT! ? 
? Theme finding, copy testing, media ? 
> selection, test campaigns, performance i 
* reports — product and method surveys ® 
° — trading areas — buying power in- YF 
bd dices — sales control —correlations — : 
> forecasts—sales analysis—plus the plans i 
* thet make all these services practical. 8 
? Booklet describing our methods of ? 
>) handling these and other research ) 
f services sent to advertisers or agencies f 
se on request. ? 
WALTER MANN & STAFF 

? ? 

Graybar Building New York = 


For Dependable 
Photostat Service 


F.a. RUSSO irc. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. 5ith St. 
VAnderbilt 3—9975-6-7 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


REVUE PRODUCED 
BY ADVERTISER 
IN AUSTRALIA 


Production Staged at Leading 
Theaters 


Sydney, Australia, Oct. 1.—In one 
f the most ambitious efforts ever 
nade by an advertiser, Berlei, Ltd., 
nanufacturer of corsets and allied 
lines, has staged an advertising 
revue at leading theaters, with the 
usual number of pretty girls, song 
hits and comedians. 

“Her Grace—The Lady of Line,” 
as the revue is named, appeared in 
Brisbane and Sydney in August and 
in Melbourne and Adelaide in Sep- 
tember. It will run indefinitely in 
other cities, supplementing the com- 
pany’s heavy newspaper advertising. 

Writing in Australian Newspaper 
News, Phil Warner, advertising 
manager of Berlei, Ltd., said the 
success of the musical show proves 
that business is never bad, but 
merely that it is sometimes hard to 
gvt. He continued: 

“That the glamour and romance 
of the theatre is a wonderful factor 
in influencing the feminine mind is a 
commonplace; the amazing thing is 
that as far as can be ascertained, no 
other firm in the world has endeav- 
ored to turn this force to commer- 
cial account. 


Hard Assignment 


“Months of hard work went by 
before ‘Her Grace’ saw the light of 
day. Models had to be selected who 
were typical of the distinctive Aus- 
tralian figure-types, dancers, singers 
and orchestral musicians. 

“Scene-painters and librettists had 
to be steeped in the story of ‘Health, 
Comfort and Figure-beauty,’ that 
the product might be fittingly inter- 
preted in terms of light, color, move- 
ment, music and beauty. 

“Every word, every movement, 
every note of music, every fleck of 
color on back-cloths, tabs and cur- 
tains, every ballet-girl’s dress, every 
high-kick must pull its weight as a 
sales-producer, subtle, insistent and 
certain. 

“A revue of this description can- 
not afford to carry entertainment 
which does not pay its way by forc- 
ing home, over and over again, the 
sales idea. The happy medium is 
our old psychological principle of 
the association of ideas in a roman- 
tic, beautiful and appealing setting, 
with all the magic and mystery of 
the footlights to drive it home.” 

The revue opens with a prologue 
in blank verse, delivered by a beau- 
tiful girl in a line-revealing modern 
frock, taking as her theme “Woman 
is herself again.” This establishes 
the point that after many vagaries, 
Dame Fashion has now focussed her 
spotlight upon natural figure-lines. 

“The speaker herself, the lines she 
speaks, the frock she wears, the 
slightly-emotional atmosphere firmly 
fixes this idea in the minds of the 
audience, thus leaving them recep- 
tive for the succeeding acts, which 
demonstrated how these natural fig- 
ure-lines might be obtained,” said 
Mr. Warner. “It would be fatal to 

ay in so many words what the 
»bvious answer is—the audience 
nust be allowed to convince itself! 


Uses of Showmanship 


“This is done in the ballet by 
neans of a number of scenes and 
laylets—all conceived, written and 
oroduced in our department. In all 
showmanship is the main factor. 

“For instance, in order to drive 
home the idea that figure-care must 
be undertaken early in life, a little 
specialty act was introduced entitled, 
‘Six Little Girls Who Won’t Go to 
Bed.’ ‘Her Grace’ appears in the 
scene, and promises them that if 
they go to bed she will send them 
sweet dreams. 

“Next we see them in Dreamland, 
round the Wishing Tree, and each 


etc. 


They are told that wishes will 
come true if they wear a Berlei. A 
lightning change as each passes 


round the Wishing Tree, reveals 
them garbed in appropriate juvenile 
Berleis, after which each recites 
a nursery rhyme, of which this is a 
typical specimen: 


“Goldilocks, Goldilocks, why aren’t 
you thin? 
Your tummy sticks out, and will not 
go in, 
So wear a fine Berlei, your waist it 
will trim, 
And you will look ‘sweeter, younger 
and slim.” 


A golf and tennis ballet, in which 
the dancers wore Berleis; and a bed- 
room scene, in which two members 
of the younger set discussed the 
pros and cons of corsetry, were hits 
of the show. 


Urges Aviation 
to Get Down to 
Business Basis 


Chicago, Oct. 1—In an editorial in 
its current issue, Traffic World calls 
on aviation to abandon its depen- 
dence on free publicity, much of 
which is unfavorable, and _ settle 
down to. systematic advertising, 
built to sell flying to people to whom 
time means something. 

Traffic World offered these spe- 
cific suggestions: 

Discourage treatment of aviation 
as a “stunt.” 

Assume it is known to be as safe 
as any other method. 

Talk about the comfort of air 
travel. 

Show how time and money can be 
saved by using the air. 

Tell those who are potential air 
travelers where they can fly and how 
to go about it, as well as merely that 
they should fly. 

Use especially mediums read by 
men whose business compels them to 
travel much. 

Employ men who are trained in 
the business of selling transporta- 
tion. 

Locate terminals as conveniently 
as possible for the traveling public 
but, wherever they are, tell the pub- 
lic how to reach them. 


Royal and Witmer 


Promoted by N. B. C. 
John F. Royal and Roy C. Witmer 
have become vice-presidents of the 
National Broadcasting Co., New 
York. 
Mr. Royal will continue in charge 
of programs and Mr. Witmer in 
sharge of sales. 


Seek Olympic Design 

_ The artist submitting the best de- 
sign for a certificate best expressing 
the spirit of the Olympic games will 
receive $500. Designs must be in the 
hands of the Design Competition 
Committee, American Olympic Com- 
mittee, 233 John Street, Detroit, by 
October 15. 


“Times” Has Color 


The Capital Times, Madison, Wis., 
has installed a new color process 
and carried its first color advertis- 
ing September 29. 


Heads Atlanta Club 
J. S. Roberts was elected presi- 
dent of the Atlanta Advertising 
Club, with Claude Grizzard, Jr., as 
secretary-treasurer. 


REVUE IN FULL SWING 


ia i 


ill Portray 
Progress Made 
by Agriculture 


Chicago, Oct. 1—Invitations for 
membership in the “A. F. B. F. Ex- 
position of Agricultural Progress” 
have been sent to 100 co-operative, 
educational and commercial organi- 
zations, by Edward A. O’Neal, presi- 
dent of the American Farm Bureau 
Federation. 

The purpose of the Exposition is 
through graphic display and demon- 
strations, to present to officials, vot- 
ing delegates, project leaders, ex- 
tension workers and visitors attend- 
ing the 13th annual convention of 
the American Farm Bureau, ideas 
and information of importance to 
the entire agricultural industry. 

The convention and Exposition 
will be held December 7 to 9 at the 
Hotel Sherman, Chicago. 

The Exposition is divided into ten 
departments, grouped to give each 
exhibit the emphasis that will come 
from association with subjects of re- 
lated interest. It is divided as fol- 
lows: distribution of farm products, 
farm production, farm home mod- 
ernization, food and nutrition, home 
industries, rural electrification, cloth- 
ing, health protection and recreation, 
farm publications and miscel- 
laneous. 

Between 5,000 and 7,000 agricul- 
tura! leaders, officials of organiza- 
tions, extension workers and others 
will attend. 


Offer Combined 


Burner and Boiler 
The Petroleum Heat & Power Co., 
Stamford, Conn., will use news- 
papers for its combination oil burner 
and boiler, the “Petro Automatic 
Boiler,” said to be the first on the 
market. 
The unit can be adjusted to gas. 
Prices range from $495 up, ex- 
clusive of storage tank. 


Babson Expert Sees 
Brighter Days Ahead 


The depression is about 65 per 
cent spent, Nathan Salsberry, of the 
Babson Institute, told the Scranton 
Advertising Club at its first fall 
meeting. 

Frank J. Maloney presided at the 
session. 


New Victor Record 


Plays 30 Minutes 

The R. C. A. Victor Co., Camden, 

N. J., has developed a phonograph 

record of standard size that will 
dlay 30 minutes. 

The record was introduced at a 

special dinner meeting in New York. 


Radio Firm Moves 
The Manhattan Broadcasting Sys- 
tem, Inc., radio station representa- 
tives, has moved from 527 Fifth 
Ave., New York, to larger quarters 
at 655 Fifth Ave. Carl E. Conrad 
has become vice-president in charge 

of the statistical department. 


Goes to Spartanburg 
William A. Lauver has become ad- 
vertising director of the Spartan- 
burg (S. C.) Herald and Journal, 
after five years with the Atlanta 
Georgian American. 


Appoint Goldberg 
Printing Equipment Engineer, 
Cleveland, has appointed S. M 


Goldberg, New York, Eastern rep- 
resentative. 


NOT 
ONE 
SINGLE 
BYERS’ 
ELECTRICAL 
TRANSCRIPTION 
HAS EVER 
BEEN 
REJECTED 
BY ANY 
RADIO 
STATION 

wv" WT W 


HILL AND DALE 
OR LATERAL... 
WHATEVER THE 


JOB REQUIRES 


BYERS RECORDING LABORATORY 


Incorporated 
1435 Chrysler Building 
New York 


SCOTT HOWE BOWEN, INC. 


National Sales Rep tatives 
NEW YORK CHICAGO DETROIT 
BOSTON OMAHA SAN FRANCISCO 


| ee 
aaa es Oc 
ee FT — = 
— S, 
eee ” ~ og : J ™ . eee 
oe Sc, = caer — Be WA ery oan : a 4 
givibhiom 4 : 
, ee ms gee” 2 . 
Pes, ae . vad : i oe nt ; zl ar De yg 
- P a eas or Y 
: ~~ aa _— oo f i -u i 
| ae ae 4, 
; an : 2 re “a x - ee Cc 
44% ps a 1 oe % 4 s 
5 #4 — ve ‘ sie, The 
s 2 @ ; ¢9 ae Fee Cae sage bou 
ae : Ti f aes Pe a aa ; 
Ey Po Be ; aio H ' t ' f ork Ly pk ie Ay ent: 
ee se . N oy RN 3 cat 
. _ Fe a wert, 88 oo An 
or 6 | ill ; \4 bi 
ST Me . 
eg i A ee eee Me > the 
ie 85 Z : iy: i : es fe ar ae a ee ; Se 7 ¥ - f bs 2 . / a 
ee . aa io IN SE ae Ses A = 
oe 2 a, : . asa’ Aid i 0 k 
Pky Ce cH rk mms | A 3 its 
Vi ae , ‘ " * ’ bot 
y ay o baci ; 
eR, | x 
4 A ~ 3 q 
aa out 
mee alee ; _ a | 2 
ae vy eo } on 
Remi 
oe cas 
—-_ — . : 
Sa | col 
oh 
"4 in 
of 
ad 
a an 
Saeaite in 
plat ei ——. - im 
ee 
ti, Se a c 
eS c 
el PFE 
et C 
is be 
ck tae ; 
an cbs = a 
raat ee - 
ai es 
i ie . | 
Me why 
TEA FS 
“i ee i. 
eo po 
“ay E 
ee —== PS 
| Saas 
a 
e : 
ss 
ce | 
Jaa | ________ | : 
i. ae _ 
oa 
: ae 
_ a ae 
| i i ee | 
ose PONE Sollee 7 Oe ama ea Rare an a vem seoecuere ies 2 ara ES BP eapeme ance yA ne 77 ane aerteeere oh eS ae Bas! Se eed erg cine . ae 
I a et hi i ee ais. eae, . Reon ae i St ee Ba 5 ae ioe Ae as 
a a at Sh Sea < ‘ees ‘es cot By Ep, = eae cou Page 8 Rost a pei cere vies 2 = Ze ; Sire os ae oe é ae 
aa ee a eee eee eee meme ea! 
RE Ne Se Fax 1a ee Be ee ae a> tees greg tn ape ee Ppa ed gpl a ae os ee spot ee a Pea jae poe gad oD pea’ . ore 
Bee” Ree Beh a Ui. Se ee a Se ee, oe >.) eee Pawar ee Bee fe oo ee age " ne: Chepaet ak. Bf es ie Sater seh ees ena oe . ee Rings 
eee ee.” ee nemo ame 


RY 


DIT 
cO 


October 3, 1931 
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STETSON BUYS 
ARNOLD SHOE 


South Weymouth, Mass., Oct. 1— 
The Stetson Shoe Company has 
bought the name, trade-marks, pat- 
ents and good will of the M. N. 
Arnold Shoe Company, of North 
Abington, Mass., which will become 
the M. N. Arnold Shoe Company 
Division of the Stetson Shoe Com- 
pany. 

Each of the companies will retain 
its identity, but manufacturing econ- 
omies will be effected by producing 
both lines in the Stetson plant here. 

Burton L. Wales, advertising and 
sales manager of the M. N. Arnold 
Shoe Company, becomes manager of 
the Arnold division. 

One result of the purchase will 
probably be an increased number of 
outlets for both lines. The retailers 
who have handled each line will take 
on the other, in the majority of 
cases. 

The advertising line-up has not 
yet been announced. The Arnold ac- 
count has been handled by Badger 
& Browning, of Boston, with the 
Homer McKee Company, New York, 
handling the Stetson advertising. 


Open Buffalo Office 


The Indoor and Outdoor Advertis- 
ing Co., operators of a new method 
of producing illuminated traveling 
advertising messages for both indoor 
and outdoor use, has opened a 
Buffalo office in the Genesee Build- 
ing. Eliot Armstrong is president. 


Is Western Manager 


W. S. Clevenger has become West- 
ern manager at Chicago for the 
Case-Shepperd-Mann Publishing 
Corp., New York. L. M. Roche has 
been appointed Western representa- 
tive for four of the papers. 
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DIRECTS DRIVE 


Morris E. Jacobs 


Refrigeration 
Plans Directed 
from Nebraska 


Omaha, Neb., Oct. 1—Morris E. 
Jacobs, advertising director of the 
Nebraska Power Company and vice- 
president of the Bozell & Jacobs Ad- 
vertising Agency, has been appointed 
chairman of the national planning 
committee of the National Electric 
Refrigeration Bureau. 

In this capacity, Mr. Jacobs, who 
has been a member of the commit- 
tee for a year, will have much to 
say about the expenditure of $2,000,- 
000 in newspaper and magazine ad- 
vertising in 1932. 

The National Electric Refrigera- 
tion Bureau is the national co-oper- 
ative organization designed to bring 
about the sale of 1,000,000 refrigera- 
tors annually for three years. 

J. E. Davidson, president of the 
Nebraska Power Company, is gen- 
eral chairman and director of the 
Bureau’s activity and Mr. Jacobs’ 
appointment was at his direction. 


Joins Brandt Agency 
After 18 years with the Chas. H. 
Fuller Advertising Co. and six as 
president of Beringer & Meyers, Inc., 
J. Peter Beringer has become vice- 
president of the Brandt Advertising 
Co., Chicago. 


Moorhead Dies at 78 


Samuel E. Moorhead, formerly 
first vice-president of the American 
Cigar Co., New York, died this week 
7 New York home at the age 
of 78. 


Start “Taxpayer” 

The first issue of The Taxpayer 
has made its appearance at Middle- 
town, O. Anton S. Rosing edits the 
new monthly. 


Harlan Expands 
Accession of new accounts has 
caused the Jesse R. Harlan Co., Cin- 
cinnati, to take larger quarters in 
the new Paramount Theater Build- 
ing. 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORA BOOKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


“everybody reads the news” 


FARM PROGRAM 
IS PROGRESSING 


Boston, Mass., Oct. 1—The New 
England farm marketing program 
developed by the New England 
Council, in co-operation with other 
organizations, is beginning to bear 
fruit. About 50 roadside stands in 
Massachusetts have adopted the 
trade-mark and many in other New 
England states are planning to do so. 

To secure use of the label, the 
owner of the stand must raise or buy 
localiy, direct from the producer, the 
produce offered for sale; must offer 
two or more products, or at least 
25 per cent of the total produce, 
graded and bearing the New Eng- 
land Quality label; must have a neat, 
clean stand so situated as not to 
interfere with traffic and must meet 
other conditions. 

The New England Association of 
State Marketing Officials supervises 
use of the trade-mark. 


Coming 
Conventions 


Oct. 4-6. Eleventh annual meet- 
ing Mail Advertising Service Assn. 
in Buffalo. 

Oct. 4-7. Annual meeting of In- 
surance Advertising Conference in 
Toronto. 


Oct. 7-9. Direct Mail Advertising 
Assn. in Buffalo. 

Oct. 11-13. Tenth District, A. F. 
A., at San Antonio, Texas. 

Oct. 12-15. Annual meeting Ad- 
vertising Typographers of America 
at New Orleans. 

Oct. 15—Midyear conference of 
Public Utilities Advertising Assn. 
at Atlantic City. 

Oct. 20-21.—Agricultural Publish- 
ers Assn., in Chicago. 

Oct. 21—Associated Business Pa- 
pers, Inc., in Chicago. 

Oct. 22-23. Annual meeting Audit 
Bureau of Circulations in Chicago. 

Oct. 23-24. First District, A. F. 
A., at Providence, R. I. 

Nov. 4-6—Annual meeting of Pa- 
cific Assn. of Advertising Agencies 
at Santa Barbara, Calif. 

Nov. 10-18. Annual meeting Out- 
door Advertising Association of 
America in Detroit. 


Nov. 11-18. Fall meeting Amer- 
ican Newspaper Publishers Assn. at 
Los Angeles. 


Nov. 16-18. Annual convention of 
Association of National Advertisers 
at Washington, D. C. 


Sellman and Miller 
Receive Promotions 


F. E. Sellman, vice-president in 
charge of sales, Electrolux Refrig- 
erator Sales, Inc., Evansville, Ind., 
has been appointed vice-president in 
charge of sales of Servel Sales, Inc. 
but will continue his duties with 
Electrolux. 

C. A. Miller, formerly assistant 
sales manager, has been made sales 
manager of Servel Sales, Inc. 


Will Use Newspapers 


The A. E. Nettleton Co., Syracuse, 
N. Y., has appointed Moser, Cotins 
& Brown, New York, the account 
executive being H. W. Glaeser of 
the Utica office. Newspapers in 
cities where there are dealers will 
be used. 


Issue Foreign Survey 


The Bureau of Foreign and Do- 
mestic Commerce has issued a sur- 
vey of broadcast advertising in 
Latin America, which can be ob- 
tained from Bureau offices for 10 
cents. 


Back from Jaunt 


A. M. Martinez, who has been 
traveling in Canada since his resig- 
nation from the Millsco Agency, has 
returned to New York. His plans 
are indefinite. 


FARM TRADE-MARK 


BAY STATE 


FARM PRODUCTS 


AT ROADSIDE MARKETS 


 QNDER SUPERVISION OF 
MASSACHUSETTS 
DEPARTMENT 


AGRICULTURE 


CARMICHAEL IS 
NEW PRESIDENT 


New York, Oct. 1—Eugene Car- 
michael, manager of the Pittsburgh 
branch of R. L. Polk & Co., Detroit, 
was elected president of the Asso- 
ciation of North American Directory 
Publishers at the 33rd annual con- 
vention this week. He succeeds H. A. 
Manning, president of the H. A. 
Manning Co., Springfield, Mass., 
who has headed the association the 
past two years. 

L. S. Caron, head of the Caron 
Directory Co., Louisville Ky., was 
elected first vice-president to suc- 
ceed J. L. Hill, Jr., who is no longer 
in the field. 

All other officers were re-elected. 
They are G. A. Anderson, of the 
Might Directories, Ltd., Toronto, 
Can., second vice-president; A. J. 
Vernon, of the Vernon Directories, 
Ltd., Hamilton, Can., third vice- 
president; H. J. Farnham, of the 
Price & Lee Co., New Haven, Conn., 


fourth vice-president; and E. J. 
Loranger, New York, secretary- 
treasurer. 


Garritt Lydecker, manager of the 
commercial department for the Na- 
tional Better Business Bureau, re- 
ported the activities of the bureau 
in its efforts to suppress directory 
fakers, stating good progress is be- 
ing made in this direction. 


Thirty Years Old 


The Cleveland Advertising Club 
will celebrate its 30th anniversary 
with a four-day celebration starting 
Oct. 5. Started by 23 men, it now 
has a membership of 1,000. 

Newton D. Baker, former Secre- 
tary of War, will speak Oct. 7. 


C. S. McElwain Dead 


C. S. McElwain, former advertis- 
ing manager of the Oakland Motor 
Car Co., and more recently with the 
advertising staff of General Motors 
Corp., died in Detroit last week at 
the age of 45. 


Arthur M. Dodd Is Dead 


Arthur M. Dodd, 47, since 1922 
general sales manager of the Hor- 
ton Mfg. Co., Fort Wayne, Ind., died 
suddenly of heart disease. 


Is Finchley Addition 


John J. Dacey, Jr., has left Saks 
Fifth Avenue, New York, to become 
advertising manager of Finchley, 
Chicago men’s clothing chain. 


New One for Porter 


The Maine Manufacturing Co., 
Nashua, N. H., has appointed the 
Porter Corp., Boston, for its White 
Mountain electric and ice refrigera- 
tors. 


Clemson Picks Tyson 


O. S. Tyson & Co., New York, has 
been retained by Clemson Brothers, 
Inc., Middletown, N. Y., hack and 


hand saws. W. L. Towne is account 
executive. 
Bauer Is Advanced 


Charles H. Bauer, for six years 
manager, automotive division, L. H. 
Gilmer Co., Philadelphia, is now 
general sales manager. 


Burton Bigelow, Inc., 


Announces New Name 
Burton Bigelow, Inc., advertising 
agency of Buffalo, N. Y., has 
changed the style to Bigelow, Bowers 
& Thompson, Inc. 
Everett L. Bowers and Owen F. 
Thompson have been _ substantial 
stockholders for some time. 


Hanna Will Edit 
“Chicago Journal” 


Phil S. Hanna has been made edi- 
tor of the Chicago Journal of Com- 
merce. 

He comes to his new post from 
Detroit, where he was in charge of 
the Wall Street Journal’s interests. 


Plan Canadian Show 
The third Produced-in-Canada Ex- 
hibition will be held in Montreal, 
November 2-7. Attendance last year 
was 150,000. 


You’d be 
Surprised 


And, as an advertiser, you’d 
be pleased at the pains taken 
to make sure that only those 
with a direct interest in the 
textile, apparel and related 
industries are allowed to sub- 
scribe to the 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, III. 


Be as 
Hard’boiled 
As you wish 


in choosing your 
media. If you com- 
pare value for value 
the Outlook will 
‘take its place near 
the top of any list 
of class magazines. 


a 


Theodore S. Repplier of 
Young & Rubicam, New 
York, is the winner of 
the Outlook $100 Con- 
test Prize. 


OUTLGDK 


> ad Independent 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK : 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
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ADVERTISING AGE 


October 3, 1931 


An Idea That Made Money 


In the spring of 1915 I was broke. 
But I had an Idea. 


I tried to find somebody to put up a 
little money, enough to keep me alive 
for a few months till I could land adver- 
tising contracts. 


I tried every advertising man I knew, 
every printer, and every paper manu- 
facturer and broker—none of them be- 
lieved I could build a successful busi- 
ness with that Idea. 


Finally, I found a man who was will- 
ing to advance $100 per week, which 
was to pay my drawing account, my 
traveling expenses, my stenographer, 
postage, etc. I told him I could prove 
my case for $3000. He thought if the 
Idea was any good I could do it for 
$1500. 


But anyway, he said ‘go ahead,” 
and gave me $100. 


Oh, Boy! I was in Business! We or- 
ganized a little 100-share Company— 
50 shares for each of us. 


That’s how Ruggles & Brainard, 
Inc., was born. 


The Idea was to sell and produce 
Color Pages for a group of magazines. 


It’s another Big Advertising propo- 
sition, of course. 


I don’t say any such profits will re- 
sult. It’s not that good. But it is good 
enough for me. 


I have an option on an important 
block of stock, more than I can per- 
sonally handle. 


The other stockholders are nationally 
known men—some of them multi- 
millionaires. On the Carnegie prin- 
ciple of doing business they want me 
to be in deep. If I don’t exercise my 
option they will take the stock them- 
selves. 


They put up their good money and 
asked me to make a thorough investi- 
gation. I spent six months of intensive 
study from every possible angle. 


The plan looked mighty good to me. 
I couldn’t see any bugs in it. But I 
wanted to be absolutely sure. So I 
presented it to several dozen of the 
keenest minded, most successful adver- 
tisers and advertising agents in this 
country. I didn’t try to sell them any- 
thing. I just wanted to know if my 
judgment on this proposition was 
sound. 


I am naturally an enthusiast and an 
optimist. 


So I was pretty happy when those 
hard-boiled buyers of advertising 
unanimously said to me, “Howard, 
you've got a wow—it’s another 
natural!”’ 


Nobody turned me down, not any- 
body. They all said it’s a grand Idea, 
and that they are going to buy. Some 
of them have already done so, even 
these times. Even because of these 
times. 


It’s really a beautiful set-up. I am 
satisfied that we are going to have a 
sell-out. 


My original list was: 
COSMOPOLITAN 
EVERYBODY'S 
SCRIBNER’S 
CENTURY 
OUTLOOK 
Wor-p’s WorkK 


Later we added 


ATLANTIC MONTHLY 
HARPERS’ 

REVIEW OF REVIEWS 
MUNSEY 

Rep Book 

SYSTEM 

PoPpuLAR MECHANICS 
PopuULAR SCIENCE MONTHLY 


and others. 


The first 200 Advertisers and Adver- 
tising Agents I approached turned me 
down cold. 


Mind you, in 1915 Color Advertising 
had not been accepted by advertisers 
and agents. The Saturday Evening 
Post carried only 149 color pages in 
the entire year 1915. Not enough to 
fill the 2nd, 3rd and 4th covers of 52 
issues—and the 149 pages were all in 2 
colors—red and black. 


If I remember correctly, in 1915 the 
Ladies’ Home Journal carried 60 pages 
of color advertisements. 


_ Our first unit will produce a profit 
in excess of $5.00 per share. Our sec- 
ond unit will show another $5.00 per 
share—and from then on the sky is the 
limit. I can see $20.00, $30.00, $40.00, 
$50.00 or more profit per share—and 
that not in the far distant, dreamy, 
air-castle future. 


Perhaps this sounds like a bunch of 
hooey. Believe it or not—that’s up 
to you. I believe it—and I’m backing 
my judgment with my money, and all 
the sales ability I’ve got. 


Naturally, I'd like to grab those 
precious shares all for myself—But I 
just can’t do it. That being the case 
I’m willing to release my option on a 
few of the shares to a few of my friends 
who want to make some real money. 


I am to have entire charge of the 
Sales, and I tell you this is a lead pipe 
cinch to sell, because the advertisers 
will want to buy. 


I don’t expect anybody who does not 
know me, and my record, to pay any 
attention to what I have said above. 


I know that many of my friends are 
broke, but I tell you this is a mighty 
good time to get unbroke, and this is 
the proposition that will do it. 


Your broker cannot tell you which 
stock to buy in the market that will 
give you a chance to make anywhere 
near the profit I’m talking about. 


HOWARD P. RUGGLES 
How $2,900 Produced $800,000 


Sears, Roebuck & Co. and Mont- 
gomery Ward & Co. had discovered 
the Power of Color. At that time a 
Color page in their catalogs frequently 
sold from 10 to 15 times theamount of 
merchandise as a black page featuring 
the same goods. 


I figured that Color advertisements 
in the magazines would do the same 
thing. They did, and how! 


By 1920 we had built our business to 
a volume of 18, 24 and in some issues 
32 pages of Color pages per month, 
The advertisers who bought from us 
represented the Blue Book of American 
manufacturers. 


It was a good deal for everybody. 
The magazines made twice as much 
profit on the color pages as:on black 
pages at a lower selling cost to them- 
selves. The advertisers bought Color 
pages at 50% less than if the maga- 
zines had printed the Color pages in- 
dividually. You see I printed, from 
one set of Color plates, in one big 
printing operation, enough Color pages 
~ all the magazines—a very simple 
idea. 


My partner gambled a total of 
$2900. 
Up to the time he died he took 


out $400,000.00. Never mind what 
I did with my $400,000.00! Ouch! 


Now here is another Idea that 
will make money for 
you and for me 


I realize that I am taking a great 
responsibility in making this sugges- 
tion. But I am willing to do that. I 
am going to make a lot of money my- 
self, and you will too if you speak 
quickly. 


Naturally, I'll give you all the de- 
tails, but there’s no time to go into 
that unless you believe in me, and are 
willing to back your judgment with a 
little money. 


_ Say how much, and say it now. This 
is really a Syndicate proposition. I’m 
in on the ground floor, and so are you. 


Only shares Common stock author- 
ized. 


—My option is at $12.50 per share. 
—No preferred stock. 

--No promotion stock. 

—All stock issued has been paid for. 
—All bugs have been eliminated. 


The Company has long-term leases 
for advertising privileges that have 
been appraised by conservative adver- 
tising men to be worth $1,000,000 or 
more. 


$ 625 will buy 50 shares. 
$1250 will buy 100 shares. 
$2500 will buy 200 shares. 
$5000 will buy 400 shares. 


Now, what do you say? Write, wire 
or phone me if you want to play ball 
with me. 


HOWARD P. RUGGLES 


LEXINGTON HOTEL 
Lexington Avenue and 48th Street 
Phone Wickersham 2-4400 
New York City 


MILLIS TRAIL 
LEADS IN AND 
OUT OF COURT 


(Continued from Page 1) 
court has fixed for a general hear- 
ing, with opportunity to present evi- 
dence, on the matter of continuing 
the receivership. 

“The newspapers selected to carry 
this schedule have, almost without 
exception, already demonstrated 
their interest in it through their 
merchandising departments. We ap- 
preciate this more than we can say, 
and we are writing you to ask you 
to hold the matter in abeyance un- 
til you hear from us further. We 
hope that it may be possible to get 
this matter straightened out and 
proceed according to our original 
plans at an early date.” 

When the date for the hearing 
arrived the attorneys for the N. M. 
M. A. secured a continuance of the 
case, on the ground that negotiations 
for a settlement were in progress, 
and no action was taken. 

The whole affair, according to Mr. 
Millis, is an incident in a larger 
battle going on between opposing 
groups in the Macaroni Manufac- 
turers Association. He said Aaron 
Shapiro, the attorney who success- 
fully straightened out troubles of 
co-operative associations on the Pa- 
cific Coast, organized the American 
Macaroni Manufacturers Associa- 
tion, in a movement to settle a price 
war among macaroni manufacturers 
of New York and nearby territory. 


Form Selling Agency 


The new association formed a 
single selling agency for all mem- 
bers, thus preventing further price 
cutting and at the same time avoid- 
ing conflict with the Sherman Act. 

Since its formation this new asso- 
ciation, it was declared, has taken 
in a large number of members all 
over the country. Its members are 
principally manufacturers of maca- 
roni products in bulk, the package 
manufacturers not being included. 

The result has been, Mr. Millis 
said, that conflict developed between 
the two associations in the industry 
and the N. M. M. A. Advertising 
Fund was so endangered that he did 
not feel safe in going ahead with 
the campaign. 

The original schedule for the 1931- 
1932 advertising consisted of 307 
newspapers, in as many cities, the 
evening paper of largest circulation 
in each city being selected. The 
schedule was divided into three 
parts, one of 30 advertisements, one 
of 20 and one of 17. The standard 
size was 200 lines. 

The macaroni campaign began in 
September, 1929. The first year’s 
advertising was principally in mag- 
azines and in trade papers reaching 
such retail outlets as grocers and 
restaurants, although radio was 
used in announcing Macaroni Week 
during Lent. The first gun in the 
campaign was a recipe contest with 
$25,000 in prizes, in which 32,024 
people sent in 129,098 entries. 

About 125 manufacturers of maca- 
roni and allied products, millers and 
manufacturers of equipment sub- 
scribed $1,300,000 to be spread over 
a four-year period. The program of 
the association and its Board of Ad- 
vertising Trustees included a gen- 
eral movement toward rejuvenation 
and building up of the industry, as 
well as consumer advertising. As 
part of this movement a field secre- 
tary, Hal M. Ranck, of Chicago, was 
engaged. He has spent 18 months 
on the road, visiting subscribers, 
counseling them on sales methods 
and explaining the association’s 
plans. 

A uniform cost accounting system 
was set up, in an effort to check the 
competition said to have reduced the 
profits of many manufacturers to 
the vanishing point, and which, it 
was asserted, sometimes caused a 
lowering of quality. This effort of 
the older association was not worked 
out along the line of direct action, 
such as the single selling agency in- 


cluded in the Shapiro plan. 


OFFER FREE MOLDS 


FREE and GOING FAST 


4 ATTRACTIVE 
JELL-O MOLDS 


/ AND 24-PAGE RECIPE BOOKLET 
FREE 
WITH THE PURCHASE OF SIX 
PACKAGES OF JELLO 


How Jello is stimulating large 
purchases. 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


HELP WANTED 


ADVERTISING EXECUTIVE 


A small growing Chicago Adver- 
tising Organization, handling both 
space and direct mail, has an open- 
ing for an account executive capable 
of producing business. An opportu- 
nity to work on a basis leading to 
partnership interest. No immediate 
investment necessary, but must be 
self-supporting. Box 108, ADVERTIS- 
ING AGE, Chicago. 


Gerard Advocates 


Fixing of Prices 
Contending that Congress never 
intended the Sherman law and the 
Clayton act to restrain competition 
but to stop monopoly, James W. 
Gerard, former ambassador to Ger- 
many, advocated a restriction of out- 
put and establishment of a selling 
price averaged over a 10-year period, 
in an address before the Advertising 
Club of New York Wednesday. 
Charles E. Murphy, president of 
the club; Roy Howard, of the 
Scripps-Howard newspapers, and 
Louis E. Wiley, business manager of 
the New York Times, also spoke. 


New Combination 


in Agriculture 

The Big Six Combination has been 
formed with headquarters in the 
Merchandise Mart, Chicago. 

The members are Rhode Island 
Red Journal, Leghorn World, Ply- 
mouth Rock Monthly, Poultry Cul- 
ture, American Fruit Grower, and 
American Thresherman and Farm 
Equipment. 


Elinor F ly with — 


“Physical Culture” 

Elinor Fly has joined Physical 
Culture, New York, in charge of 
school extension service. 

Miss Fly has been on the physical 
education staffs of the University 
of Oregon and Teachers College, Co- 
lumbia University. 


Robert E. Powell 
Dies in New York 


Robert E. Powell, Eastern sales 
manager of Steel Publications, 
Pittsburgh, died in New York at the 
age of 62. 

Mr. Powell formerly served the 
New York Evening World, Sun and 
Times. 


Liberty Changes Hour 

The Liberty Magazine Hour, a 
Friday night feature over the Co- 
lumbia network, will broadcast at 


9:15 p. m. instead of 9:00 p. m. as 
heretofore. 


New Post for Mooney 

Richard A. Mooney has joined 
Weil, McGinnis & Sloman, Inc., New 
York publishers’ representatives, to 
work on Charm Magazine. 


Octol 


i ——— 
a | 
F " an 
| get yours -To-day / g- 
/ Uf, 2 
; ae 
‘ fi 
y bed hod 6 ‘ 
, as 
: en i ~al your grocers 
-" Ly » ‘ 
= os 
ne os # Sa eng 
—- [OM | asin re SS s = 
4 A Sel, Se ' 
= 77 yy) | SSS SS 
ee ‘ {7 TyV\2 fon eg oy o 
: on j Vg Co : 
a | SZ 4 
jer eS Sa _/ IP ] 7m eauerous PURE FRUIT FLAVORS a 
Lies oe ssessese” itee** : 
a or ie % P eweney samen ¥ 
yeas: | an 
oS aa 
es a 
ik A ’ | — : ~—- 4 ; 
5 ' f 
ee - 
oe ne en. A he a, RPA = 
ae, is s 
E 
x a, 
- a 
a a | 
ee oat 
eph e  a 
a sia : 
‘i sis fe om & 
Redes 
ies tg 
ae ; 
er, 
gaan a ; 
ieee ra 
a | 
fee ted 
grea ae 
Joie a 
oe 
7 Po 
i 
aiesedan 
jee : 
” Pes eae 
‘ei eeer te 
Serer 
Sigs 
| , x a a 
eee 
ae ae 
ae gat 
ae 
Pe ee | a 
* 
. | 
eee. oD a ste mer ea aye ert ener ts) nee ? cot py . 3 ge ee SS PES et RG eet edt ee oe Cee A POU Reet (apa tie eed i ee cee ce 
mens. Vier) Gee ede tl) Se Rik, Baan Pie Cag te Meg RE ae rae eT ee cae IN oiea thea ST capa ae ae Oe Sagan adele wanes Gaes eo Re aire huis Omens TC ae ae lagi 2 eRe NP Rp CM en I Re ce 
eae. wie fae hoe Have tea cg Se Ree ee ne Me. ieee or ROM ema gre N se belt wir.) AMET yak a ae a “ai eso Sr mae aaa comes wen Re Pat Ci aes | ok ea ee See Ree ee «pS ok 32 


vr = to 4s 


= 


wn 


October 3, 1931 ADVERTISING AGE 


- eese 
‘40! tee 
ow w 


WE wouLp NOT mislead you for worlds. The emblazoned letters shining 
forth so lustily at the top of this beautiful night scene were stripped in there by one of our engraving lads. So do not look for 
them the next time you stroll river-ward in Chicago. Look to us, instead, for that first quality of production that has made the lettering 
true. You should get better and better acquainted with Collins & Alexander, of 65 East South Water Street, Chicago. 
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- . DISPLAY ADVERTISING VOLUME 
VETERANS OF THREE WARS MOVE PUBLIC The Doubleday Doran Book Shops, Inc., St. Louis, pre- 
P. Wesley Combs, advertising manager of the Oakland Motor Car Co., Pontiac, Mich., sented this interesting display of “There Is This About 
reports 13,000 requests for copies of this photograph, which appeared in Oakland copy in Letters,” a collection of lectures on advertising delivered 
the Saturday Evening Post, Collier’s, Liberty, Literary Digest, Time and American Legion to the Six O’Clock Club of St. Louis. H. L. Gerding pub- 
Monthly. The picture was posed expressly for advertising purposes. lished the volume. 
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FIELD’S STAFF BIDS FAREWELL TO HAL NOBLE 


The advertising staff of Marshall Field & Co., Chicago, tendered a farewell luncheon to W. H. Noble, assistant advertising 
manager, who resigned to study for archaeological work in the Near East. Ray Schaeffer presided at the luncheon. 


The Fairmont Creamery, Lawton, 
Okla., helps housewives collect 
cream from the milk with this new COOKING AID 
bottle and ladle. ; 


Pe pT OE ME TAM 


HOW MUCH DIRT DOES A BABY EAT? 


The Hoover Company, North Canton, O., gives its answer in its current advertising. 


Left to right, an infant who has played on a floor cleaned with ordinary vacuums; where THIS MAN IS WANTED 

vacuum plus sweeping are used, and finally, the Hoover vacuum plus sweeping plus The picture purports to represent one or more members 

beating. of the National Assn. of Motor Bus Operators, and is 
Miller Munson is the advertising manager and Erwin, Wasey & Co., Chicago, the being used in publicity for the forthcoming convention at 

agency. Atlantic City. 


ale 
hs | 
“ss 
t . ¥ 
L = 
Be ie" 
in 
ei 
re y % ‘ ‘ . i = « ‘ ; : 
; ie ee ae | ORY -\s hy Sr 
re 4 ~ cs “XC ies . 
: — ; : ' oan 5 i pe. F \ ; + si ae a 
ee ; . cE Ps z. Bi yy ce og orl ’ ? 
Boe Char é ' Poe er 1 ns, : : 
Per - * SS ie : ‘ ig eee : Bete! Sm - 
ot a es. hig ae OO agit a og a pom ne -_ ‘ 
ie bs a ae a Rhee oe Sa an : ae ea bait 
aes a i ve eS, 4 e ie a 3 Pe areas . : 5 sal : e (~- : : 
ica = oh . A ate! Pe. * ais Sipe] ae Sloat Be ir mee) i. pies ~ 
a " es hens b- iad » . oe Bs i (oe + : oe jos at i, ae ie % 
Pane . 4 pa ae, ‘ ONS eae * : ‘ ; 7 ag: Mee “4 . ee Scans . mS SE ae Paes eek ae eee F Aly 
i mre a a j : : ss x ne ry i ee fi ae en oh : ——— 
Ratt bad ee — if ae . See a a el Mas ws ‘ BS ra, eden. j Peck 
ay on a 7 / ir > see: . ‘ . i ge es oe es ‘ a | PP pee Suet les {oat ie bs a ye 
; aa : € - * ? Pee Or ee aise Pi “ +0 » ane if OLS ee ee a? i ji 
eerie oo a : fe Ris a G ~s € 4 = a aso “ile Se hey ; : : eae ae ee Shanes 4 *) 
“a i ae 7: => < ‘ sas Ve -a bes ie ee a Zoe). 7 ea agen ee 
Se Tegosapias J 1) .: oy si ‘ > ) * - r fe. a ca ? se - Siete ee : 3 . + (eae : me 
len: ieee mi ee 2 : y ry x “é Jani Wea ee. eae iba a Le eae ele aaa nay - ; yan 
ie : . ; = ‘ os ; : : > ohtas aes Ran : Ne in 
oe, - ae of Basie FF | > -* Bi : ya 
ye ote fe a2 ae . ; ae ae hr a ee ae io at See ‘ ee a rakes ss 1 ‘in 
: 7 x ee . 2 wa * i Thats es” ee ¥ we hes oy ae Se F en ee a oo ey e3 = os 
meray: - - “ . - 9 . es pee ae { H Rn en) eae Bs es ae eae a ann aa 
Sear == - on : — = = £7 : sea; \ j ge eae Geena ot cakes oe ee 4 Ta 
ae ae a 3 *, ~ #8 ; oa Rew ee ae sae 4 Ws 
: 5 . Ct aS 5 . ‘ s — Z Ane Fe. ee Us ates cee, 2 Pe ‘/ i 
; ; Ler fie oan a er F = ae ; ; Gian - sy oa nd : : mt, ke 
wis seen? Fie or ee * vi : , ‘ Z ioe j aes Sone, > eee : H 
; Mn ' # eres: iy oe ae ae ae” } ; x an ee : ' aah RC f aie) ‘ . I ‘ 
hae proce iy . . CT. a ze : foe | ies 
eae et ee a sift ee ™ “5 i a : 2 silat Bs. oa . Sea . 
a se: e ‘ i oe ae al ‘ a a r \ 5 a 
ie yaa x oy A > ate % RE Sd: — cece “the Pere Seth whl . fe: : a 
egy. af . , . . . fo ee — as eee ease ae Salts pen ae —— Bee 25 j wae 
ey So . * : ——e bar ee _ ee 8 Nee : é Fa tiies So. gr : 
Bie eae: «a = oe an seal ps a megisite a ee a: a te 
ae Ba 4 eis : > a a aed mS Gd Ci” Meo” 1a oe cane Geto | 20) 
or ; ' % "4 2 j “= =e) ae as Rae ee eae. a pg te mi ee . y 
sy 4 :  * - ~ ee “i F gue : =) ig | ae Te. 4 . : rs at 
‘ : . Sa he * ‘ ee ee rig Fa « 4 5 oak ae ee Bale ‘4 i a 
: ; a ary " nti. 3 Pee ite wick po ee Rm gat, sae rt 4 i 
a = ia ie = Sl Sa a ae ey a Seok Oe eee ie Met ee : 
i~ a oie a Ee ed sare, jase ne bee ie ee ag ts = pes ee ‘ 
Cais ry i 4 med a ae Cpe “ F ma er. Mey wien * ‘ - ie tet aay a 
ai bie ‘Sy H “la 5 “ ‘ met ae é “3 ape eas) a 2 on SS sal sS 4 pgs e 
ee —— ‘2S pe. of. | a oe : : : gue fe es ae, eee f 
Aes xi ae 2 ‘i ie Si . ee 7 2 At BA es ae _ Bond ©: q 
ane g = . a. Ane Pisa ( x. a “ae 9 a Be Avent “he aes q 
ees = - ae —" Pe  - Se f aes ; 7 . , Maw eveb rie ae ae q a 
a 4 om 7 : uM alle ee ‘ Q — ae : , = Garter, \ ie cet 7 
a ~* <— _ gs ae fo ae ee en & Fe  < Bae pet A, as en a Paes Bee «a, ' Sa f ay 
a - 2. Fees ! < acute: | * ae ae Peg oe =e oe —S fee Lint bie ‘ fc 
5 i coke . aa BRS No ea 4 an “4 pepe Abe ne = a = -- Cae ae ‘aah 
. oa, YEN SMO se lg eo BRO ae as . , el, = a “mn a i. 4 eo 
te os haat aie nl GO tg PS ' ; 2 ae ee & . ; eo RS ve : q dis 
Lae > # Sh peas (els MIM 8 oe a ae Te FU hcl . (Ge ei Pa. se — al? i , =s 
sais ah . ak es w ty AG ee Aare le Snel tere cpa an ee ete a : athe yeaa ~ 4 " <t =o { ra 
ae adi * b Lcavai nell ree ut ai a ee 2 ea at i Se ae, raat ie 8 xe Lee 5 ae ¢ ae } TN ee ni a oe 
=, hehe See pan ROS ge >) emeet aes wang Ue ae oe ame eter ay Se Bie he % , * \ Se 
A aes Pe ere he ey lee Sg Bae ‘yin eae og ae 7 ma - a 4 i 
cs : ee 4 OS eee see ee i: a Met * fone Ri , = 7 fa8 
eee Roel as a7 “a ory i a ae a ——— ——— Vi al 
Aras yaa acta ea: 4 ; a pele Pesiex —) a : , 
ok eae Bh ; Peet en b ; 2 eg } Bee Sopa ——-_ — ‘ ; a 
; Ri aia is 4 ae eden Pir, va Eka oe ice one batted, — i 
= fa ea Se BS. Ti ia, ae ae 4 4 i oe —. is RT tom : 
aPEAY - : - t MARE % P See rome ties to ta cas ee ee a ieee ; " eine ea eee Tee at 
iF ny - ; ' he . rae eee ea a Pe sths re ._ oe Sie w % . Sal Ase 5e Seh ets dat 
a ete Gree ae emer RIE SEAS, 4b. ; ee irs. Bea : am ‘ UBS Dae i Wil he am ae ’ =" 
iy rete : ne eee 4 i pe pray aS oS a ee Pe. 3 SONG cee oes & aa 2 er o~ ; ‘s ’ ‘ Ne: 
x 
si q : 
ak So 4 
gi A 
iF Po Haass mn 
ey 
| s 
wor = 
ie i , oA 
ce) eS 
; 5 ie rte ' ; ‘ i % 
bee ees ae . ie s =f 4 a Oa. ga nay es a soak cae twed ra ; E ‘ en : Sa ees . pent see! ieee t ; 
Fre : 4 2 & Ps a: Seed Ne + 3 Fi yl oe” y Ne 
at ~ . Res oS ks eyes ay Ber é ni ‘ ert si 2 ee : tke BA xe i eerie ip E iltwats Ceska ss a, : i : e 
Re _— ? whl.” Ps 2 ; : ay ee i} 459 anda Toes Ce Rex) Pe ee Baie A apes i ee re : reac held : ee 
- <= : ee We. Rss ii A Ne es oS) se ils eit sti _, Mec: + See ery | eer |: Sate ei: 2 ee ie ee rage : = etree ee) : ce 
ae ioie i * ce ‘s 2 iC em: A se Ot on, vane ie ; i 44 iis, Bee fae oi age eS ge aE, ed nae see eae ae bas Eo am oe bok ere eis 4 gl inay ee | re 
Pees z % ; ame G ae weeny yes Meee aes a?4 ee ee ara Weer. eer Lig PU eae ce eteemigt | 5 gee eames pars ase le, aan at ee ie NR SL J call 
iat : aa mina geaet SNA Be one ee Pea: ee a Coe, Set oe ee a peat oss hana ae ag hac Ee e 
Ga an a ve f 4 ee se Seay ee «(a Jf ee eee yee ‘ sce ate a Re cM Bay ht ee b. ! Ea 55. oF 
poe a a A Sa fo ey Pee Cs Caer Pies ns a a | Ee pe i? BF Jor 
Peet, ee ’ ee , a. Rae, enna is f ot 2 A Lee oS) ns shoals. to Rick Re mt {o aeen ei 
Coe > de om J oo ae ee a, dela. a : i - ne Bene reo WM a eo i ales hi foi eto Eakin A . See tae “i 
— > eae be pas Be to et. Sa eee aii Se 3, fee Seek x Sok Oe = 2 ig eee ee rs ee ee Ege - < oo sf i : ep * 
Tere, ee ie i Ties fee ee Ae ao oe” eS | ee, eee See ag : ce ae ee ; Bes eo 
= Pies = - ork. “f ft oa Wa + imal eae ae wa Peon es a ees i ies 7 vee re 
So a oe Mie { i a ae ee ee oi, ree ae ee te: ee aah 2 ee. ott “See — 
= ea al can artes cena sk a ea eae ; , = ee ae Stee ome » 4 oe ae, i 
: a ak Bey, e — y oe > ‘i Re sii ea me ion pe i i pees nee in ee ; Bes a 
4 s i — _ : ee * - een ee ee ’ = ee = ‘ aes , Se _ - SEN Ne 
: ; Pe ae y 7 i Lee eat et rele + ex ee eo » : . ‘ : . i; : 7” 
= | nr Sai alll Re ee a ie eae le ee 5 en: glial re oy ‘ P . ee : =! % Bs 
: F 3 fi ow Y er  . OS Tene rape. V Weis, a ees ie Z i ‘ 
: 7 : : 2 a f EE “j 3 a, ee Oe mn f es ; el 
_ * tw > e- * ? aoe ad = ae: ae ra ne per q re ay : 
‘ + . se ee -% . eas jin, senile RE > Bc. ae 4 a a a : - ; 
2, . 3 . 2 oo ae Fe — Rs acagl es esa eee le me a z ee a 
al , By. ae * ; " ae ; “uae: eee) eae ee ve eee oe ee a - ie ° aera ‘ “f if " 
:  — eo : aS ae : é F oF ey “ta. 4 ; ee a { 
“ey ee td see a : " . 4 , : “a - ne reat ve ay ek ‘ 
- ae : Al, : es ae Y ee , 
he tae, < oe 2 = a ke ae ear ~ 4 ‘See fe TNS =o ee ‘ i ee © ‘ ae ia 
pei se . os —— i 3 : : om r, ae ; oe TEU gS in) aaa ah a ; : 
fe — : Ny , Y ue 
ae Reet “£ a kh Ae ou td Me : : i ‘i 
— ———$—$—$—$—— Sa _ = a xe 
eee me 6h LS SA : 
ats . wh i 
eh ae ess : 
ee * af i = 
yo ashes) es : . Peer 2 
Be — 000, az/_-_e————e NN : 
tae : : ; ™ Co hg peas eae —_—_—————————————— Er ce é i 
Te ia eh eae " is tal ae area pee? kp ea * ; Z es i a eee : a $5 ‘a 
ei men 4 he Pawn oes i“ Pe ones, cae 3 9 E 
e. eee ae aa 3 ae s «sailing <3 ej: so ne ae nr 3 . 
> Sa ere ae: SN ian eter JL bz spies ie eee as Py ‘ 3 3 oo a . = nes 
hake ee A wa se aes PS arent aah note : Bs: One rh eae a a fie pee SS. i 
eile pse eae IR a ak car a — 2 Spe R Eee ae Se Ss ia ; e 
. aed é me pees oy Bs J Siege Oa a tee re ; ey 
: ’ $ ; oo af o>. : - 
ABS ; aie or opeae a SR ere: a AS Er : , 
ave i Eo ee 7 ee ae Regret ie rhea” 1 a ree ae Eo 
Waa Bt hee ae 29 ied, oe ee ee : gee ~ G on 
Lise teed ens eee te “Sas Se. Se oe . Sas | 
Poe Bee ck oe ps tee a Se - = 5 
eo i ee ey ce Sa pe “ no as - Ba yee he et 2 é ae : ss 
aa. bec es ert oe Beery eae. = i sd amet. gee tess es ; : q 
Poa, ee, i ee i Sia eerpe oe ee Bee aS eae, regi. =e 4 ig 
ps Aiea Js eee Rte eee me . i oer ay Spe: “ mem & ‘5 
ea ikea ee Scierostil oe “a Pci “Saane oe a — : : is i 
+ Seal es Be lect 7 idl ye e y 7 : oe we Memes ees  — - — >> f 7 ty ws 
oan e, * i min Sea or oe eres” es $ A * aes 2. Be ~ 
Bie 8, a spe a - ae ee ieee = oo { “a a Ts) 
nee a SM a ee ae ase = ie : a Beha ae 4 ew o a - % eee oy 
eee oe OM Sige A = ~ a 2 : es & . “4 4 9 fj 2 ‘J 4 
a ey es Lys : : ‘ Bs a SF re GAY ; 
rs = 7 o Ae , ~ a * Soe +. Se a F ae Ww tdi Lag y/ ; y 4 eg de 4 *) . 
i, “Ke " = a a oa , ane ; >: c ; dd dt, Ce ai f 
- Ar “a St = a _ ss a ge ot Rin | ‘ > ¢£ ‘4 iW HF * talk 5 } 
‘5 4 " 2%. - owe Es ae £ cod ea: a AS 20 ‘Reeae - z KS 
> ™ : . &: 4.. + Ms _ fea MF fe a3 CER Q5 oN ; 4) 
a : oS > <n : ; . ¢ mt | ' 4% : ie 2 (yh ie j 
Feat Bes a gana i a * -4 <=. . ge 3 . fe. 1 fp tes ; SER vege > $ 
Bae dae ciel, ye aC ee ee 7 : iw Bee fi r . 64: AON Sé2alk . He 7 .* ne F; Z 
Pe, | aire : : — Be Pe oy g : EIN MS ath PE WAR ote de, ¥ a) ; 
a ES i ae ie : eee ii 5 Ca ao rhe ; | Spereer eres 3 
eats ah i a ae mo ee ——_ ss | e ‘See See , 3 = : 2 ‘ugh OG, wens MY < Ae id ey AR SY pgs hoe Ov 
Tee aes Racin et ees i eal mm. * sf ‘a " key 2X: 3 t , afreare? a 
<> = ae, aa SP ic ae nea ee a , Ol = * : kPa ore aa “AKA Be . a hs "Gi P 3 : 
Pease, tan Spot a ees Rim rg eo. a oe a eee ee Pi BS nace CUTS ; ‘ ao) A. 6 A ae } 
See. en gee near a By Sy oo 4 ee ane ae ‘ae SS gg NS Bi ec ies A ieee e ? z a3 toa Aiey y: 
Sh EMER ik Spee Po 2 Sie a ; Bye Ree Pty Rye weet Sih Oa ay ea ee pe . er ss Ss: a2), te } RM s 5 hy } 
Ws es ar ae Fie or Pe ee fg Pe cee ree od P ee ae eee by A See eee aes 2 o . ve ; “e ‘ ° i 
Er =, ae ee et ae ee te ay feat. ; Soa eek Ook Sar eee 0S ie a * te ie q 
Se ee re on re 5 OT Re es MeO: . & : A i 
‘ be Lg See eran eB rs a us ie tee t Th, - Ags : i 
ee: a ee q TOs ith ; eR Fe SL MN «5 ie a e 
a 3 é' i tee aber wes i % 
————— as ‘) we a 
guna * * Nemes ae ; 
Ca err Y t e Wap ; =. 
a) deer" : 
9S RY ; 
ee 
| , 
; : 
; / 
7 eg 
“ens . a ot 
Pe ne Soa ag or: 
eRe eae be) ts epee Beep ek cee Bae ga, ata J “ah Lk Ce eM hee a gar Hm aoe eg oper reese 2 RE Pie seed eee : pee : aan 2 : E x Mert 
eat me Doe ve Pu ee ha : rat as eat f Lae gets os eee AG Ne). joes tgs Said r Reh aera dntae ear ple 3 Bi Paps Pe? 8 » ae ee ida arate a) ae 's Saal ‘ PS). sa aR a geome” © pA 3. : i e nt + Soe a eee ae 
eet ee ie Oe Cones Ruane are ae (oeee Se eS oe 2 ara Saaremaa Fey oe : f tee oa ee 1 EB oR Oe Pe EMT Rg Nope Seles 0 pes. 
eights sings tS ey sth eee, epee ns a ae ere ee analog he ies ¢ <3 be 9 by 7 Rane Ee nae Ai ie VOUS oe st Ty eit tee Ne at Paced . oo aa 
eee tae Sat aw esting. ta eechic fcaans MG aes pie gain LES ys neagee viky sie fata area ate Sri ld Bs o Ss Rea: oes eee oe Oe ee ae : 
- ihe be ase pmo ie © Meds Onan Sane ampere ho. ha: CU ies Renta eas ac eM a a gE ia RL Bes aaa ere) ie rec ee cae oe : Cine te ee ye A Sib e ey f 
¥ a? a oe ees ed cia eee yr a) 2 hare acy re 7 Pay See ae et en ade a, PEE srk ea a. ae sca ate NE ee Rae ce peu aa = ‘i i ns aaa Pears tg = Byer rp ‘ er ate ee ea arr i : me 
Paes eee, oe pe NAS i hieiine: tS ner 8 pase ea Bt Se sco OES cee Ns tig ng eS ec em Miia 8: SME PORE Praia on ee a Res. ae ae. es Dees ake 5 7 nm ci ge Se ales 


